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Charm your prospects with package beauty. Captivate them with 
allure. Break down sales resistance — and inspire confidence — 


by package design which does credit to your product. 


Whether or not you think it can be done in your line — you owe 
it to yourself to get expert criticism. This organization, regarded 


as one of the most skilful in package creation and manufacture, 


will be glad to give you a sincere opinion as to how you might 


magnetize your package to draw increased sales. 





HE EFFECTIVENESS of a package is not 

alone due to container, label or closure, but 

to the proper combination of all of these ele- 
ments. Each one depends upon and has need of all 
the others. 

Since one of the conceptions of a package is that 
it must aid in the sale of the product it contains there 
must be present in the pack- 
age some urge to buy. It 
may be in—1) size or shape 
of container, 2) copy or 
color of label, 3) depend- 
ability or convenience of 
closure . . . and it can well 
be all three. 

An effective package is 
dependable. It should be 
capable of delivering the 
product to the consumer 
with original contents and 
purity intact. And, it 
should protect the purity 
of the product until it has 
been entirely consumed. 

An effective package is 
truthful. Credulous as is human naff 
which seem to hold more than they actualy do even- 


tually break down confidence of the consume® 


whom made, in a simple, straightforward manner. 
An effective package is of simple and convenient 
construction. It requires no special tools or instruc- 


tions for opening, and it is of such size and shape 


that it simplifies the removal and use of the product. 
An effective package is easily remembered. Size, 
shape, color or convenience of package should so 


impress itself upon the mind of the consumer that it 


is readily identified the next time a need for the 


product arises. 

In each issue of the The Phoenix Flame we show 
examples of packages... 
some new, some old. 
These packages have been 
particularly selected to 
illustrate that which we 
have tried to express in this 
article. No effort is made to 
point out the superiority of 
one package over another, 
for this may be, and fre- 
quently is, a matter of per- 
sonal opinion. But we be- 
lieve that an examination 
of the packages illustrated 
will suggest effective appli- 
cations to the packaging of 
other products ... perhaps 
your own. 

The Phoenix Flame is mailed, without charge or 
obligation, to users or prospective users of glass 
packages and metal caps, and men in allied indus- 
tries. There’s nothing complicated about getting on 
the mailing list of The Phoenix Flame. If you 
come under the foregoing classification, simply write 
your name and address on your letterhead and mail 
it to Phoenix Metal Cap Co., 2444 W. Sixteenth St., 


Chicago, attention of Hig. 
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The color photograph reproduced on 
the front cover of this issue was supplied 
through the courtesy of The Pepsodent 
Company. 


Next month’s feature articles will include 
an exclusive release of vital interest to 
food packers—it relates to a new method 
of processing and vacuum packaging. 
Also the first of a series of articles dealing 
with the manufacturing of package mate- 
rials. In this, we take a trip through a 


modern paper-making plant. 
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AS IF IT WERE 


Here is a brief word-picture of the 
way the new REDINGTON Con- 
tinuous Loading CARTONERS 
operate in the plant of an outstand- 
ing producer of cartoned bottles: 
The bottles are fed in standing 
upright directly from the labeling 
machines. They are gently laid 
over on their sides and just as 
gently placed in buckets of the in- 
take conveyors. Pusher arms then 
ease the bottle into acarton smoothly 
and continuously at one-fifth the 
speed at which the Redington is 
actually operating. At every stage 
it is handled as if it were the finest, 
most fragile stemware. 


You can hardly hear this Redington 
in action, so effortless does it seem, 
yet it is capable of about any prac- 





ill gi [ce STEMWARE 


tical speed. It is completely ac- 
cessible, too—simple and complete 
in design—no cams. Truly, 
tomorrow’s job. 


Mechanism for folding and inserting 
circulars has been refined and im- 
proved to match the increased speed 
of this new Redington—‘‘the most 
complete and perfect cartoning ma- 
chine yet.” 


If your product is cartoned, send a 
sample. We'll let you know by 
mail what this machine can do for 
you. 


F. B. REDINGTON CO. 
(Est. 1897) 
110-112 So. Sangamon St. 
Chicago, Il. 


REDINGTON 


Continuous Loading Cartoners 





INVESTIGATE The New Redington High Speed Cellophane Wrapper 
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NATURE'S BEAUTY IS 
“PROTECTIVE 


aX, 


Beauty is only skin deep, AND SO IS PROTECTION! Girdle 

the bark and the tree dies. Break the skin of an apple and 

\ the apple rots. Rub a few scales off a fish, and it swims 
W away to die the prey of fungi and parasites. 


Yet these very skins are what make us call the work of 
Nature so beautiful. Beauty, then, is not enough. Protec- 
tion must be the first consideration. 


Be Doesn't that leave a thought about your package? 


" This mill is celebrating its 25th year as headquarters for 

j protection expressed in terms of right papers. Our artists, 

i too, are pretty good on the beauty side. You are invited 
to share our experience. 


(AND 


Katamazoo VWecetaste Parcument Co. 
PARCHMENT (Kalamazoo County) MICHIGAN 
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WEIGHER 
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CARTONS 
CANS 
and CANISTERS 


bs Wweig ing accuracy 


This Pneumatic machine does more than merely 
fill... it assures accurate weight. The perfection of 
its split-ounce accuracy in weighing has been 
achieved by many years of experience in the solving 
of difficult weighing problems. In this weighing 
and filing machine Pneumatic offers manufacturers 
the opportunity to completely eliminate costly 
“filling losses” which result from the use of filling 
machines without this exact weighing method. 


MAKES THIS THE THRIFTIEST FILLING MACHINE 


This Pneumatic Two Scale Weigher handles not 
only free-flowing materials, but many semi-free 
flowing and rigid materials which have a tendency 
to bridge or clog machine hoppers. Compare the 
advantages of this machine with any others before 
you invest in weighing and filling equipment. Don’t 
rely on justa “filling’”’ machine. We invite you to call 
on the services of our trained representatives for an- 
alysis of and advice on the handling of your product. 


: NEUMATIC SCALE 
M% = FACKAGING MACHINERY 


PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVENUE, QUINCY, MASS. (NORFOLK DOWNS STATION) 


Branch Offices in New York, 7 Liberty Street; Chicago, 360 North Michigan Avenue; San Francisco, 320 Market Street 





7 Sydney, N. S. W. and Trafalgar House, No. 12 Whitehall; London, England 
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When do you 


WANT 


them? That's when they'll 


133 18 


at your plant.. 


Q No room for “maybes’ and “probablys’ 
when it comes to getting your cans on 
time. Having them when you want them 
must be a certainty. With us, prompt de- 
livery is more than an ideal—it is a rule. 
One which, with our network of factories 
and our corps of traffic men, can be and 
is fulfilled. 


In buying cans, remember: ABILITY to 
serve you well is as important as the WILL 


to serve you well. 


AMERICAN CAN COMPANY 


230 PARK AVENUE NEW YORK CITY 





“WELCOME, OVERHOLT’’ 


MANY OTHER GREAT 
FIRMS THINK YOU 
HAVE CHOSEN 
THE RIGHT 
CARTON SOURCE 








“ve OVERHOLT 


BRAND 
WHISKEY = STRAIGHT RYE 


WHISKEY 


ESTABLISHED 1840 


< 

3 
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DISTILLED AND BOTTLED BY 
, VERHOLLT has now joined that group of major 
O firms who go beyond their immediate locality 
to the Illinois Carton and Label Company for 
cartons of unusual and constant perfection. We 
would like to show you just why such firms as the 
Pepsodent Company, the Forhan Company, Johnson 
& Johnson and the Lambert Pharmacal Company have 
continuously specified Illinois cartons. May we have 
the opportunity? 


BROAD FORD, PA. U.S.A. 








Illinois carton board is made to our specifications by 
the American Coating Mills, Inc., of Elkhart, Indiana. 


ILLINOIS CARTON aANp LABEL CO. 


ELKHART INDIANA 
rod ni Loy-Wcre) ~NEW YORK CITY 


Branch Offices: Tribune Tower, Chicago 501 5th Ave., N. Y. C. 
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A PACKAGE FOR CHRISTMAS 


Whether your packages for Christmas selling are to be folding cartons 


















or shipping containers ... America’s Most Complete Packaging Service 


offers close co-operation in solving particular packaging problems. 


The shipping case, illustrated, is of solid fibre board with pure white 





liners, strikingly printed in five colors. 





CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES—111 WEST WASHINGTON STREET, CHICAGO ig 
MILLS AND FACTORIES AT STRATEGIC LOCATIONS 2 - 
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ANNOUNCING 
SYLPHRAP U.V. R. 


(U. S. Patent Applied For) 


Regular and Moistureproof 


Fully Transparent and Light Protecting 
Are you experiencing spoilage in your products through their becoming prematurely 
rancid, or through loss of flavor, aroma or color, because of being exposed to light? 


SYLPHRAP U. V. R. is a fully transparent sheet developed to retard rancidity, loss of 
color, flavor, aroma, etc. by filtering out the detrimental rays of light. This new sheet 
is practically impermeable to invisible ultra-violet rays. 


For use in the wrapping of products which are light sensitive, such as: 


butter baked goods candies 

lard fresh and dried fruits chocolate 

meat products nuts flavoring extracts 
smoked products cereals spices 

cheese coffee perfumes 

peanut butter tea soaps 


For preserving odors, flavors and perfumes in the original blended aroma and pre- 
venting the development of terpene odors. 


For retarding the fading of delicate tints of colors on textiles, colored papers, etc. 


SYLPHRAP U. V. R. is made in plain white greaseproof and moistureproof. This sheet 
is fully transparent—yet the product is fully protected from injurious light rays. 


Where a transparent sheet is required to retard rancidity or fading for a longer period 


of time, specify our SYLPHRAP R. R. OLD GOLD—also a new development. 


Write for samples and prices. 






SYLVANIA otk 7 PORATION 


eet, New York 


~ el | DISTRICT AGENCIES 
(SY L DH RA pP; Blake, Moffitt & Towne 


41 First Street, San Francisco, Calif. 
Pollock Paper & Box Co., 
Dallas, Texas 


BRANCH SALES OFFICES 
201 Devonshire Street . Boston, Mass, 
120 Marietta Street . Atlanta, Ga. 
427 W. Randolph Street . Chicago, Ill. 
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IS NO 
COMPARISON 


..- STATES MR. LEVERONE. VICE 
PRESIDENT AND GENERAL MANAGER 


OF STEIN-HALL MANUFACTURING CO. 





®@ Stein-Hall packs many items in Dobeckmun Cello- 
phane bags... with exceptional results. 

Take tapioca for instance. Before adopting printed 
Cellophane bags, package tapioca was not a large 
item in Stein-Hall’s line. Today it occupies one of 
the most important positions in their sales program. 

Mr. Leverone, in his enthusiastic approval of 
Dobeckmun Cellophane bags says, 


‘‘Our experience has been that the housewife is in- 
clined to take the visible package which shows the 
product, regardless of whether or not the brand is 
familiar to her. 

“This is the reason why we have been able to build 
up avery substantial business on every product put 
up ina visible package. There is no comparison in 
consumer interest between the old type carton and 
this new type visible package.”’ 
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It naturally follows that with Cellophane bags 
assuming such a responsible position in this merchan- 
dising set-up, it was of vital importance to select a 
supplier capable of producing bags of the highest 
quality ...and of delivering them in large quantities 
upon short notice. 

This service and quality is the result of Dobeckmun’s 
specialization on Cellophane alone...having devoted 
its efforts entirely to the study of transparent package 
merchandising. 

Anote from you will bring samples of bags produced 
for others or a package designed for your particular 
product. Or even complete merchandising suggestions 
for Cellophane packages, if desired . . . no obligation, 
of course. The Dobeckmun Company, 3301 Monroe 
Avenue, Cleveland, Ohio. 





DOBECKMUN 


AN ORGANIZATION DEVOTED EXCLUSIVELY TO THE DEVEL- 
OPMENT AND PRODUCTION OF CELLOPHANE PACKAGES. 


BRANCH OFFICES: New York, N.Y., 
11 W.42nd St.; Chicago, Ill., Merchan- 
dise Mart; Philadelphia, Pa., 1528 
Walnut St.; Boston, Mass. 10 High St. 
REPRESENTATIVES: Dallas, Den- 


ver, Detroit, Des Moines, Houston, racuse and Tampa. 
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Kansas City, Little Rock, Los Anéeles, 
Memphis, Minneapolis, Peoria, Pitts- 
burgh, Portland (Ore.), Omaha, Red 
Lion (Pa.), Salt Lake City, San An- 


tonio, San Francisco, St. Louis, Sy- 
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UR CLIENT COMPLAINS 
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LABEL CHANGE 
LEADS To NEW DESIGN 
FOR ENTIRE LINE 


“7 JE like Mr. If your product requires a ‘‘re-dressing’’ to 






Irirarad on . . e e 
Price’s com- modernize its appearance and increase its 
plaint for it proves 


: sil market, get in touch with our Designing 
our own contention that a new foil label, 


a: j Department. You will find them ex- 
properly designed and properly executed, + i a: atid ik 
waits Hand ; yerienced and able—ar vacked by the 

an bring new attention to a product or a I positlle ee % 
trademark that would otherwise be over- most modern metal label plant in the 
looked or forgotten. country. 

Sy 


- | THE STANLEY MANUFACTURING COMPANY, DAYTON, OHIO 
EASTERN OFFICES: 200 5th Avenue, New York City, Telephone GRamercy 5-4230 

SALESMEN ATTENTION: There are still a few important territories open for Stanley representation. For full particu- 
k lars write to Mr. George F. Stanley at our Dayton plant. 
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7°’WHEN IT RAINS—IT POURS” 


From the exclusive penthouse of the city to the smokehouse on the farm, the name | = 
MORTON has long been the standard of excellence for that necessity of life— 
SALT! 


Careful and painstaking in every phase of their production of the finest salts, it 














is significant that the Morton Salt Company have, for many years, entrusted the 
production of their wide variety of packages to R-T-G. 


The same executives who advise with Morton, in the effective packaging of § f 
their products, are available to other manufacturers equally interested in making ‘ R 

; ' ‘ . ‘ i t 
their packages reflect the high quality of their products. } PI 


THE RICHARDSON-TAYLOR-GLOBE CORPORATION 


CREATORS, DESIGNERS AND MANUFACTURERS OF DISTINCTIVE FOLDING CARTONS th 
4508 West Mitchell Avenue” °* Winton Place ° Cincinnati, Ohio 
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A Few Words 
About 
Giftware 
Packaging 
and 
PROTECTOID 


Repeated tests have proved 
the sales advantages of 
PROTECTOID as a wrap 
for textiles, particularl 
among purchasers of itt 
items. Such purchasers 
want cleanliness, fresh 
appearance and a sealed 
wap. PROTECTOID 
provides these and thereby 
provides extra sales for 
those who use it. 








For every article of man’s attire—and of wo- 
man’s—Protectoid provides multiple advantages 
which combined make it the ideal Christmas 
package wrap. 

PROTECTOID’S crystal-clear transparency and 
smooth, silky feel serve to enchance the texture 
and appearance of the goods within. 
PROTECTOID’S freedom from shrinkage makes 
possible a tight, crackle-less, wrinkle-less wrap. 
PROTECTOID'S unique quality of remaining 
always fresh insures permanent protection no 
matter how long the goods are kept in stock, 
prevents returns and damage through handling. 
PROTECTOID finally provides a distinct price 
advantage over other methods of packing tex- 
tiles. For PROTECTOID is a package com- 
plete in itself, requiring no wraps, liners or in- 


dividual boxes. 


FOR GREATEST PROTECTION SPECIFY PROTECTOID 


PROTECTOID has scored singular sales suc- 
cesses for manufacturers in the textile field— 
successes equalled only by PROTECTOID’S 
own record in many other fields. For full in- 
formation about PROTECTOID—how it has 


worked for others—how it can work for you, 


write to the Celluloid Corporation. 


ROTECTOID... 


Te Pew ae mews gif weap 








PROTECTOID 


Trade Mark Reg. U. S. Pat. OF. 


is a Product 


of 
Ceiv.Lecee 


CORPORATION 


ESTABLISHED 1872 
10 E. 40th ST. NEW YORK 
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LITHOGRAPHY, as the art is practiced at the Michigan Lithographing Company's plant, 
makes possible distinct economies when a new package calls for new posters, car cards, 
window stickers and displays—economies which in no way detract from the essential 
qualities of each individual part of the campaign. For this reason the Higrade Products 
Company entrusted the entire preparation of its new labels, posters and promotional matter 
to the Michigan plant. For Higrade, like many other Major Manufacturers, has discovered 
the superior qualities of our exclusive Intensograph Process. We invite you to investigate the 
possibilities which Michigan has to offer you—for more effective labels, cartons, displays and 
posters at costs significantly lower than those usually found current. 


MICHIGAN LITHOGRAPHING COMPANY 
GRAND RAPIDS, MICHIGAN 
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you doubt the importance of .a pertect label on 


your package, try displaying your product without any 


label at all. oo 
t, 
i You will then understand why so many packagers insist 
) ng? , 
5 upon Krause design and Krause workmanship on their label, 
r ; 
| the most important portion of the products they produce. 
e 
; 


& 
at RICHARD M. KRAUSE unc. 


52 E. 19th Street NEW YORK 
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JUST AS SURE AS 9+9=4I 


Increased consumption invariably results from increased conve- 
nience in the use of a product; and wise is the manufacturer who 
sees to it that his container possesses maximum convenience in use. 


Illustration below shows a few of the exceedingly convenient clo- 
sures and pouring devices with which R C Cans are equipped. There 
are many others—all tried-and-proven and making good on con- 
tainers for free-flowing products of many kinds. 


Note, also, the exceptionally attractive appearance of these con- 
tainers. 


May we discuss ways and means of packaging your product to 
secure maximum effectiveness? 


R. C. CAN CO. 


ST. LOUIS, MO. 


Branch Factories: 


Kansas City 
Rittman, Ohio 








Qhodrich 


RADIATOR 
CLEANER 


' - 
™Proves Water Circule 
Pray h 











MANUFACTURERS OF | 
ROUND, SQUARE, OVAL AND OBLONG PAPER © 
AND FIBRE CANS. 
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“Today, more than ever, 
business success de- 
pends on ideas. There 
may bea good packaging 


” 


idea in this for you! 
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TEXTOLIUTE-— 4 prastic MATERIAL MOLDED BY GENERAL ELECTRIC 


In designing or redesigning your product, dress it up in rich, lustrous TEXTOLITE, 
like the Univex camera shown above. Give it style and color. . Make it smart and 
distinctive ... Watch it sell. TEXTOLITE will give your product that irresistible sales 
appeal of beauty which makes customers say, “‘I’ll take this one.’? We have helped many 
manufacturers to increase sales by designing their product for selling. Why not let us 
study the possibilities of adapting TEXTOLITE to yours? There’s a grade for every need. 


Plastics Dept., General Electric, West Lynn, Mass. ‘1 


943-4 


GENERAL @ ELECTRIC 
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Worthy lines...fine products...too often are becalmed for 






lack of a livelier touch of PACKAGE design and decora- 












C tion. @ They‘re just as good, of course, but they're losing 


ve 


~ 


sales speed to Packaged things that more quickly catch 





d the eye and fancy. @ THEN ... It’s time to change your 

. coursel To head into a current of PACKAGING ideas... ee 

y e ee ° ope . Para POTN paint ‘ 
where experience joins with facility for modern design Ay C por 

s ,0FT Cc 
and the color touch of today! LONG \SLANS— 


| ~ = 
° 4 


METAL PACKAGE CORPORATION 


ESTABLISHED 1909 


110 E. 42nw SI., MEW WORK CITY 
e One of America’s Largest Canmakers ¢« 


SALES OFFICES AND PLANTS © NEW YORK CITY © BALTIMORE © BROOKLYN © CHICAGO @ THE FISTHER CAN COMPANY DIVISION © HAMILTON © ONNO 
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1 i is something about a GLASS Vial that 


instinctively wins your confidence. You know 
it's safe because glass itself resists and pre- 
vents contamination; it is crystal clear, clean 
and scratch-proof. It can be sterilized without 
affecting its size or shape. A glass vial, does 
not shrink. Its closure is always tight-fitting, 
and the contents, whether liquid or powder, 
are carried with safety and sanitation. 
Kimble Automatic Machine-Made Glass 
Vials are nation-wide in use and popularity. 
There is nothing ‘‘substitute’ about them. 
Made of the finest quality retempered glass, 
they are unaffected by heat and cold, un- 
attacked by acids, alcohol, perfumes, drugs, 
solvents and other chemicals. They always 
keep their shape, present a beautiful clean- 
cut appearance, and stimulate sales. They : 
are light in weight and reduce shipping costs. pharmaceutical, proprietary, toiletry and kindred ] 
Kimble Glass Vials are available in prac- fields. Special styles are built to your own requirements. 7 
tically every type and size to meet the Consult with Kimble first—to save time and money ’ 


sampling and packaging needs of drug, in attractively packaging your products. 


K I MBLE GLASS COMPANY 


NEW YORK e PHILADELPHIA ° BOSTON 
CHICAGO ° DETROIT 


==> 
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INSURE YOUR CHRISTMAS AND 
HOLIDAY BUSINESS AT LESS 
THAN ONE CENT PER PACKAGE 


For Christmas trade your package MUST carry an added touch of beauty and attractiveness. Such 
a touch will be added by using DU-TONE RIBBON TIES. 


Brilliant, glistening, attractive ribbons, made of Cellophane—bound to win an extra share of 
Christmas trade for manufacturers who realize their trade winning qualities. 


DU-TONE RIBBONS cost little—easily 
and quickly applied to your box, or 
other type of package. 


Herewith are a few patterns—send request for our sample . 
books—or send us a sample of your present package 
—we will suggest color scheme and return it tied with 


DU-TONE RIBBON. 


DU-TONE RIBBON CORP. 
142 W. 27th St. New York 





Made of 


Cllophone 


“CELLOPHANE” IS THE REGISTERED TRADEMARK OF 
THE DU PONT CELLOPHANE COMPANY, INC. 
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IS ONLY PART OF A SUCCESSFUL PACKAGE 


The new packages recently designed for Perkins Products Company 
have been carefully planned in every detail. The Chicago Carton 
Company was given the responsibility of reproducing these attractive 
new designs. Accurate box construction, careful matching of colors 


and good printing do their part in assuring a successful package. 


CHICAGO CARTON COMPANY 


4200 South Crawford Avenue, CHICAGO, ILLINOIS 

















Visit our new plant at 4200 South Crawford Avenue, 
where we have installed the very newest equipment to 
give our customers the utmost in service and results. 
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presents this new molded box in 


Plaskon, (FJ now available in a wide range of colors for packaging Fruit 


eo 
fSexyay ss 


cake, candy, cosmetic sets and other items. This box may Etewg # 


be had at an ‘ =} +d extremely reasonable price, by a limited num- 


ber of non-competitive manufacturers. = ew Inside dimensions, 
~— Y 


111/4" x 31/2" x 97/8". For full details and price information write to— 


The Auburn Button Works have for many years specialized in custom molding of packages and product-parts. 
Our engineering and designing staff is at your service. 


AUGUST, 1934 
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FLUID — 


JUST TUBES 


DISTINCTIVE, EASY TO USE PACKAGES 


Collapsible Tubes offer a fertile field to the designer searching for a package of outstanding 


appearance and convenience. No longer is his choice limited to one style. Standard Tubes are 
available in styles suitable for practically any product. Many of these were especially developed to 


allow a certain material to be more easily and effectively applied. 


Whether your requirements are large or small, whether your product requires a stock type of 
tube or the development of an entirely new form—Standard designers can help you. Call upon 


them for an analysis of your tube packaging problem. 


STANDARD 


SPECIALTY and TUBE COMPANY 


.T. WA adison " 
NEW BRIGHTON H Ww youn meamtaneae Ave PENNSYLVANIA 
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BECAME A 


WINDOW DISPLAY 


Redi-Spred, like all new products, faced obstacles. It is a delicious sandwich in- 
gredient—the manufacturer did his part, as evidenced by repeat sales. So did 
the broker organization, according to an article in Sales Management Magazine. 
So, too, did “"U S"—as both manufacturer and broker testify. 





Says the manufacturer of Redi-Spred: 


“We were impressed by the intelligent help which the 'U S' salesman gave us on our packaging 
problems. One ingenious thing he did was to get a photograph of some appetizing Redi-Spred 
sandwiches which he had the Hotel Gibson chef make. We used this as the basis for the illustration 
on our container, with striking results. The 'U S' people think of the sales effect and ease of pack- 


ing in the factory, as well as artistic design." 
—Arthur M. Bettman, Pres., 


LIBERTY FOODS — COVINGTON, KY. 


Says the Redi-Spred broker: 


“In our endeavors to put Redi-Spred across, we found that our label, recipe folder and display car- 
ton were instrumental in our success. The Manhattan, Westchester, Long Island and part of Jersey 
territory, is not an easy one in which to introduce a new product, and the retailers as a whole are 
very critical. But the dealers gave Redi-Spred an opportunity to sell itself, and it was partly due to 
the attractive packaging and labeling, in addition of course to the merits of our product. Your 
labels make very striking store and window displays." 
—B. MEIER & SON, Inc., 

Edwin F. Meier, Pres., 

534 Westchester Ave., 

Bronx, New York. 


This “US” Service Is At Your Disposal 


The United States Printing & Lithograph Company 


CINCINNATI NEW YORK BALTIMORE 
312 BEECH STREET 52-K E. 19th STREET 412 CROSS STREET 












































142 WEST 22N0 ST., NEW YORK, N. Y.—TELEPHONE WATKINS 9-4904 
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SINCE JANUARY FIRST ie 


Liveratry hundreds of manufacturers rely upon Cameo workmanship and Cameo 

design ingenuity when it comes to the creation of fine labels for fine products. For 
Cameo through the years has won an enviable reputation for the quality of the 
embossed gold and silver-foil labels it produces. 


On this page we show but a few of the products for which we have created labels during 
the past months. We invite you to give your package the advantage of equally fine labels. 
We will be glad to consult with you in the design of such labels or in estimating the cost of 
executing your own plans. No obligation in either case. Write to— 


CAME | 


DIE CUTTING & ENGRAVING CO. 


142 WEST 22ND ST., NEW YORK, N. Y.—TELEPHONE WATKINS 9-4904 








& sorbet! 


A SUPER QUALITY STITCHING WIRE for Special 
Uses where Resistance to Rust and Corrosion are 
of Particular Importance 


Manufacturers of soaps, lard, butter, and other acid- 
iferous products have special problems of protecting 
their goods against blemishes caused by rust and cor- 
rosion of stitching wire used in closing their shipping 


boxes. 


Acme Blue Label Silverstitch is made to solve this prob- 
lem—and has proved itself to be the best product on 
the market today for this special purpose. 


Not only do you get this superior rust- resisting qual- 


ity, but you are also assured of the same accuracy in For safe shipment of 


width, thickness, and temper which has made our stand- 
ard grade Silverstitch a favorite for years. Also, it is Soap, la rd, butter 
available in the same sizes as the standard wire, in all and other acidiferous 


one-piece 5 and 10 pound coils. 
products 








Acme Blue Label Silverstitch, because of its special 
processing, costs a trifle more. But users say it is a 
bargain, when the value of its protective qualities is 


considered. 


Write today for a free sample coil of this remarkable 4 


stitching wire—state size used. 


ACME STEEL CUMPANY 


General Offices : 2843 Archer Ave., Chicago, Ill. Branches and Sales Offices in Principal Cities 
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JUST 
IN TIME 


FOR 
CHRISTMAS LABELS 





@ Flash! Don’t buy your silver foil for 
Christmas labels, or any other labels, until 
you've tested the new Warefoil just devel- 
oped by McLaurin-Jones. It’s brilliant. It’s 
beautiful. It takes colored inks superbly. It is 
uniform —prints and embosses better than 
any foil you have ever used. See for yourself! 
Write for sample sheets or coils of gummed 
or ungummed Warefoil at once and try it 
on your press. Write to the McLaurin- Jones 
Company, Brookfield, Mass. or to any 
branch office. New York: 150 Nassau Street. 
Chicago: The Merchandise Mart. Los 
Angeles: 604 Cotton Exchange Building. 


McLAURIN-JONES 


bright and dull silver 


AUGUST, 1934 





It’s Clipless: 


The COLTON 
CLOSURE 


ARTHUR COLTON CO. 


2600 East Jefferson Ave. 
DETROIT, MICHIGAN 
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PRECISE WORKMANSHIP 
COUNTS WITH YOUR FOLDING BOXES 


Clean sharp edges, accurate creasing, perfectly squared cor- 
ners—through precise workmanship Warnercraft Folding 
Boxes handle easily, set up firmly and reduce delays and 
spoilage in any packing room, whether filled by automatic 
machines or by hand. 


The printing of Warnercraft Folding Boxes is also of accurate 
register, and by the choice of carefully selected boards and 
inks the boxes will retain their freshness in your dealers’ 
windows, cabinets and shelves, despite dampness and dust. 


We have, moreover, created some unusually effective new 
package designs, and have perfected a varnish finish that is 
proving exceedingly satisfactory. 


WARNERCRAFET 


THE FINEST WORD IN PACKAGING 


WARNER BROTHERS CO. - BRIDGEPORT, CONN. 
York Representatives: Frank J. Collins, Louis D. Deverich, Lawrence Ley, Harvey T. Warren 
200 MADISON AVENUE, NEW YORK CITY 


AUGUST, 1934 








BEFORE: This spice con- 
tainer, formerly used by 
Standard Coffee Company, 
is a first class package in 
every respect but for the lack 
of eye-appeal. Its somewhat 
Victorian design with too 
much lettering is confusing. 
It lacks distinction—a com- 
mon fault with such uninter- 
esting containers. 
































AFTER: Vigorous, simple, 


modern, this container will 
be seen and remembered. Its 
silver background with red 
and black stripes will har. 
monize with any kitchen 
color scheme. It offers a 
psycholcgical suggestion of 
quality. 
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OOD DESIGN and appropriate color treat- We haven’t found any substitute for vigorous 
ment speak a language any buyer under- simplicity, nor for pleasing color contrasts, good 
stands. There’s something to be done for the visibility, designs which register on one’s memory. 
most ordinary product which will make its pack- These we believe to be fundamental—just as 
age distinctive—make it say: ‘“‘Take me home, fundamental as convenience, protection and 
I’m good.” That’s merchandising applied to utility. 
packaging. If you would really be interested in seeing what 
For the past 29 years The Continental Can a Continental packaging analysis is like and how 







we would apply the above principles to 
your own product, why not write, wire 
or phone to our nearest sales office? 





Company has, with marked success, cre- 
ated modern, useful containers and re- 
built old types into new. 


CONTINENTAL CAN COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
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For fine foil printing, 
displays, box coverings 
and 
THE NEWEST 


labels for every kind 

















of product, consult 


FOXON 


COMPANY 


Providence -+- R.- I. 
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When we speak of group packages, we are 
nearly 


speaking in terms of enhancing the sales value oe 
of your product. Sales are further stimulated in des 
when your product is packed in a box styled are he 
and built by the Ritchie Company. story | 
ultima’ 
Ake 


recom 


Our interest is not only in the creation of fine 
boxes, but also in creating that kind of box which 
will increase the sale of the product encased. 


812 Wi 


Ww. CC. RITCHIE and COMPANY 
PAPER BOXES ALLIED PRODUCTS FIBRE CANS : 


CHICAGO NEW YORK 
Akron Minneapolis Nashville 


Cincinnati St. Paul Louisville 
Detroit Los Angeles Memphis 


32 MODERN PACKAGING 


ie a 


HEN Joseph Urban created his final master- ered among the most successful manufacturers of 
piece, the color scheme for the Chicago yesterday and today. 
World's Fair, he put into it his vast knowledge of If you are contemplating special designs for your 
color values and their influence vg people. The Holiday labels, or desire perfect workmanship on your 
magnificent tones and “eye-appeal” of this artist's present labels, we will be delighted to submit sugges- 
creation have established a new note in modern color tions and quotations. Or, you might be interested in 
throughout the world. our exclusive new process of KITTLACO coating which 


In a like manner the house of Kittredge has created intensifies colors, adds luster—plus moisture-proofing 
and printed color labels that have "“eye-appeal'— to your label. 
and, what is more important—''sales appeal." For 
nearly half a century this organization has specialized Designing 
in designing and producing labels for products that Embossing Die Cutting 
are household words today. Labels that tell a sales bial 
story on the dealers shelves or in the home of the 
ultimate user. 


Wrappers Box Covers 
Varnishing Kittlaco Coating 


A keen sense of merchandising value is behind every Box and Carton Printing 
recommendation that we make. Our clients are num- Spot Varnishing 


“Quality Labels for Quality Merchandise’’ 


R. 4: KITTREDGE & COMPANY 


812 WEST SUPERIOR STREET Established 1886 CHICAGO 











> LABEL Helps Sell your MERCHANDISE 
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(Complete line consists of 10 colors) 
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hj 
JAPAN PAPER COMPANY 


Established 1901 


Boston 109 East 31st Street Philadelphia 
New York City 


a 


FOR BOXWRAPS—LABELS—DISPLAYS—CARDS—CATALOG COVER'S 








Further Samples and Prices on Request—Full Size Sheets Furnished for Dummy Purposes 


AUGUST, 1934 












CAN IT 
~ | BE DORE? 


en WE HAVE BEEN ANSWERING “YES” 


Beechnut Packing 


oan TO THIS QUESTION FOR 30 YEARS 


Chase & Sanborn 
Company 





American Suger 


Refining Co. 


Colgate- 
Palmolive Peet 
Company 


E. |. Du Pont De 


Nemours Co. 






Montgomery 
Ward & Co. 
















Park & Tilford 
Company 





HE companies listed at the left and dozens of others have been putting this 






question to us for over 30 years. And for over 30 years Consolidated has 






The Hershey solved their various weighing, measuring, filling and capping problems. In this 
Corporation 







successful work we have achieved many of the greatest advances in the design 






Quaker Oats Co. of packaging machinery. Through this work we have come into the possession 


Nestles Food Co. 






of many of the most important patents in the field. 






Best Foods Inc. This wealth of experience, of patents, of plans which our engineers 





possess, makes us today more than ever well equipped to answer “Yes” to your 





Standard Oil Co. 
of N. J. | question, ‘Can it be done?” 










Standard Brands, In most cases our regular lines of CaPeM and Hoepner equipment can 





Incorporated meet your present and future requirements ably and economically. In other 





E. R. Squibb cases our long experience in designing and manufacturing special production 





Son, Inc. machinery to meet special requirements can supply the answer to your query. 






For full information about CaPeM and Hoepner machinery and about the 






all use 
machines 


built by 
Consolidated Packaging Machinery Corp. 


1400 West Ave. Buffalo, N. Y. 
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Consolidated Packaging Machinery Corporation itself, write to— 
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HIS CAP 
TO HER LIKING 
FOR YOUR PRODUCT 









it seals tighter .. .. gives your 
product better keeping qualities 































as 
is THE PRINCIPAL REASON people buy your prod- it seals — —— varia- 
. e . . “re ° a tions in flavor or quality 
‘ uct is because they like it. Their liking is based on its 
ve condition as they get it. And that condition is depend- 
Cc R rt) w N ent on the closure. 
Screw caps are no longer 
rs : 
simply screw caps. There are 
ur : 
Ge = ordinary screwcaps and Crown 
\Wittunasegemmnannes 4 Deep Hook Thread Caps eee 
~_——_ . . 
n the greatest improvement since 
Or screw caps were invented. 
n deep hwvk It costs you nothing to get 
: it is a convenient and effective re- 
if, j Cc A p the facts. Just mail the cou- yee 
: pon... now. 
BALTIMORE, MD. : cROWN CORK & SEAL COMPANY, Baltimore, Md. 
s « : Send samples and more information on Crown Deep Hook Thread Caps. 
World’s Largest Makers : 
/ : Name..---- = seth cowanesesbesagaeseracaes siddddadsssusnpuscsdseyecasuasagaan sees 
of Closures i asacccseasid daca Secrest et 
for Glass Containers i ee on a oo 
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SEPTEMBER 4n TO 1[5tH IS THE 
ANNUAL ROYAL PACKAGING 
CLINIC... WOULD YOU" Lake Trem 
GROUP OF PACKING CONSULTANTS) 
TO ANALYZE YOUR PROBLEM AND 
ITS POSSIBLE SOLUTION ? 























Dy tiactios aga 


ARE NOT A LUXURY .....BUT A REALE 
NECESSITY IN SUCCESSFUL MODERN SELLING 


In meeting your packaging problem the chances are even 
that Bags by Royal can definitely help to increase sales 
This fact has been repeatedly demonstrated by the Royal 


Package Development Department. 


Beginning September 4th and continuing until September 15th 
Royal invites manufacturers to submit samples of their 
present packages for analysis by Royal Packaging Consul. 
tants. Those packages which, in the opinion of this group, 
could be improved through the use of Bags by Royal will 
be returned with sketches and a detailed account of how 
this improvement could be achieved. There is no charge fot 
this service, and any manufacturer may submit his packages 
for analysis without obligation. 


SPECIAL ENTRY BLANKS FOR THE ROYAL CLINIC ARE 
IMMEDIATELY AVAILABLE. Send for your complimentary copies now 














THOMAS M ROYAL & COB 


5800 NORTH SEVENTH STREET - PHILADELPHIA, U. S. A 
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YOU WANT DISPLAYS THAT SELL MERCHANDISE 


Display Stand and Rouge and Lipstick Se- 





lectors for Mary Scott Rowland. Both are 
... YOU WANT APPEARANCE, QUALITY, NOVELTY, 


die cast in an Alloy of Horse Head ZINC 

with better detail, finer finish,and smoother 
15th “feeling of quality” than the bronze cast- 
sheit APPEAL, DESIGN, AND NEWNESS . . . YOU WANT 


ings replaced. Along with an improved 


product, costs were lowered 40%... . 
mnsi WALL OF THESE AT LOW COST... YOU THEREFORE 


Again, the unusual Gruen piece is of ap- 





pearance and quality comparable to the 
: WANT ZINC ALLOY DIE CASTINGS—DIE CASTINGS 


watch it displays, yet produced at a cost 
enabling widespread use. . . . So, too, 

are the Dura frames, practical as either a 

ROM ALLOYS OF HORSE HEAD SPECIAL ZINC 


merchandise or display item. 
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FOR 
DISPLAY 


For those many occasions when a high grade selling job must be done you want 


a coated paper of finest quality to best advertise your wares. 


THIS PAPER speaks for itselfi—the coating, formulated with Zinc Sulphide by 
a leading coating mill, provides the ne plus ultra in advertising results — 
and at a cost you will be glad to pay. . . . For further information on this 


paper and other superior papers containing the zinc sulphide pigments, write 


THE NEW JERSEY ZINC COMPANY 
160 FRONT STREET - . NEW YORK CITY 
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RESINGX 
GOO 


IS ESPECIALLY SUITED 


for Cosmetic Jar 









4 





The Ef-Be Manufacturing Com- 
pany, 303 Fifth Avenue, New York, 










selected Resinox **600” for their ‘ uf Ms . a - 
JUST-E-NUFF Automatic Cream Resinox “600” is the only thermo-setting molding material 
Compacts. This beautifully de- which combines all of these desired characteristics: 

signed compact is fitted with a 

threaded bottom section which, Full line of Pastel Colors 

when screwed into the case, forces j 

cosmetic cream out through a Water and Alcohol resistance 

small hole at the top. In this man- 

ner, “just enough” cream is made Odorless and tasteless 

available for a single application. Nonbleeding 

A clever idea, an interesting design, Z 

and Resinox **600”’ have been com- Hi gh Torque Strength 

bined to make this one of the sea- Reasonable Price 





son’s kest sellers. 





Resinox 600” molds perfectly, cures uniformly, finishes with high lus- 
ter, beauty, and strength. It gives your product or package a distinct ad- 
vantage in sales appeal as well as practical utility. Consult your molder, 


KEEP or write for further details. 








< 





IN TOUCH RESINOX (RPORATION 









W | T H Subsidiary of Commercial Solvents Corporation and Corn Products Refining Company 
230 Park Avenue, New York City 














RESINOX AE al IN) r] K. 


DEVELOPMENTS 
» Molding = 2 Molding Compounds _ 


take 
Laminating Varnishes 
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Attractive packaging will play a stronger part 
than ever in helping the Christmas shopper to 
decide—in favor of the most attractively pre- 
sented product. 


Myracol Excelsior will play a stronger part than 
ever in helping manufacturers to package their 
Christmas and Holiday merchandise . . . attrac- 
tively, smartly, wisely. 


Attractively—because Myracol is beautiful. It 
is soft . . . snow-white, cherry-red, green... 
countless colors and shades . . . bright or delicate. 
Myracol can be tuned to the personality of the 
product. 





IT’S CHRISTMAS EVE—FOR MANUFACTURERS 


LPO DPR PO HF aay 





Smartly—because Myracol hobnobs with the best 
products and shops. It has a crispness and 
sparkle found in nothing else. 


Wisely—because Myracol doesn’t cost a fortune. 
It protects against damage. It makes odd-shaped 
articles fit square boxes. 


For all manner of products bought at the Holi- 
days—confections, foods, cosmetics, meats, 
glassware, silver, pottery, metal articles, china... 
the list is endless. 


And for them all—Myracol can help make 
more people stop, look, and buy. Send today 
for free samples of this Christmas packing ma- 
terial. 


Packing Materials Division 


PIONEER PAPER STOCK COMPANY, 442 W. Ohio St., Chicago 


PQQ PSD PQ aaa 


WE 00 OUR PART 


PAPER EXCELSIOR FOR CHRISTMAS PACKAGES 


AUGUST, 1934 
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BRIGHTWOOD 











PAPER BOX MACHINES 


are adapted to making both set-up and folding boxes, including full-telescope, 
one-piece boxes and shallow covers. These machines make boxes used for: 




















ammunition candy stationery brushes brass-goods hosiery thread 
clocks hardware cigarettes coffee cutlery cereals absorbent cotton 
lump sugar silverware shoes tooth-picks rubber heels prepared flour shirts 

candles inner tubes toys drugs, etc. 





LITTLE BOXES BIG BOXES 


These machines will make double tapered boxes for nesting, such as candy 
satchels, ice cream pails, etc. They will make collapsible boxes suitable for 
eggs, ice cream bricks, pastry, butter, candy, soap, etc. Collapsible boxes 
collapsed and counted as discharged. 


















BRIGHT WOOD 
ADVISORY SERVICE 


to solve your box problems 
For close to half a century, BRIGHTWOOD 


engineers have made a study of paper box 
manufacturing methods. We have the men, 
the experience and the equipment to aid 
you in putting your box making on a basis 
of maximum efficiency. Simply tell us your 
problem in detail, and we will submit recom- 
mendations. 













BRIGHTWOOD engineers have, on many oc- 
casions, saved companies thousands of dollars i} 
by recommended changes in box styles, the 
cutting of blanks and methods of operation. 






















In plants where BRIGHTWOODS have been 
in use for many years, the dictation of choice 

and continuing use was and is due wholly to demonstrated ability of these machines to handle a variety of 
sizes and boards, to operate dependably without giving trouble and to be easily adjusted to the work in hand. 








Are you turning out small and large paper boxes 
at a cost that gives you sufficient profit? BRIGHTWOOD Machines 


save space and cut costs 


UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 


MANUFACTURERS OF THE 
IMPROVED BRIGHTWOOD AUTOMATIC PAPER BOX MACHINE 
ALSO OWNING AND OPERATING THE 


NATIONAL PACKAGING MACHINERY CO. 


NEWTONVILLE 


BOSTON, MASS. 










30 Church Street, New York 53 W. Jackson Blvd., Chicago 
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Nine Thousand Executives Will Rely Upon This Invaluable 


Guide in Planning Their Material and Machinery Purchases 





For six successive years the Pack- 
aging Catalog has been the one 
standard source book of packag- 
ing information—the only place 
to which a harassed executive 
could refer for accurate up-to-the- 


minute information on 
every phase of packaging, 
on every packaging prob- 
lem which might confront 
him. 


Editorially, the Packaging 
Catalog has each year 
grown more useful to the 
packager as new material 
and data have been added. 
With the 1934 edition the 
Packaging Catalog was 
completely revised and re- 
edited to provide, in the 
most concise and service- 


able form, the answer to every possible 


question that might arise. 


In the 1935 edition this process of 
constant revision is being carried on. 
Every new development, every im- 
provement in materials or in procedure 
will find its place in the new Packaging 


Catalog. 








To All Advertisers In 
The Packaging Catalog 


Forms for the 1935 edition close 
November Ist. Arrangements 
should be made in writing if 
plates are to be delivered after 
this date. Under no condition 
can plates be accepted after 
December 5th. 


Inserts and tip-ons must be de- 
livered not later than Dec. 15th. 


Our Sales Promotion Depart- 
ment will gladly aid all adver- 
tisers in the preparation or 
planning of their copy. 


Page size,7”x 10". Bleed pages, 
8%" x 11%”, including bleed. 
Best halftone screen, 120. Plates 
should be blocked type high on 
wood. Process plates should be 
backed on metal to 11 point 
thickness. 








And because through all these 
years the Packaging Catalog has 
maintained its high standard of 
usefulness, the manufacturers who 
likewise serve the packager have 
found in the catalog their ideal 


means of reaching the vast 
packaging market with de- 
tails as to their products 
or services—details which 
meet the packager at the 
very moment when he is 
most in need of the infor- 
mation which they convey. 


So it shall be in 1935. 
Already, five months be- 
fore publication, more ad- 
vertisers have contracted 
for more space than have 
ever utilized the Packag- 
ing Catalog before. A 


record of constant growth for six succes- 


sive years is being extended once again. 


We present this information to our 
readers and our advertisers at this time, 
not in any spirit of idle boast, but rather 
so that they may look forward to an 
even greater Packaging Catalog than 


that which they have this year received. 


PACKAGING CATALOG 


Seventh Edition 


Published by Breskin and Charlton Publishing Corporation, 425 4th Avenue, New York 


AUGUST, 1934 4} 
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PACKAGES PER MINUTE. 
ONE OPERATOR 























RAPIDLY 
ADJUSTABLE 











Packaging MEL’O in plant of 
The Hygienic Products Company, Canton, O. 











for a 


WIDE RANGE 


of carton 


SIZES 
































PACKOMATIC MODEL PT CARTON SEALER AND WEIGHER 


Furnished 
with 


NET WEIGHER 
or 
AUGER TYPE 


FILLER 





An automatic packaging machine specially designed for rapid adjust- 
ability rather than convertibility. No change parts are required. Will handle 
cartons ranging in size up to 6” wide, 3” deep and 8” high. 

The cartons are held squarely in adjustable holders and the unique 
method of closing the glued flaps guarantees uniform and tightly sealed packages. 
Commercially accurate weights guaranteed with this double unit net weigher 
or an auger type filler. 


SPEED OF 15 TO 60 OR MORE PACKAGES PER MINUTE. 
A PACKOMATIC ENGINEER WILL CALL UPON REQUEST—NO OBLIGATION. 




















—BRANCH OFFICES— 


20 E. Jackson Blvd. 
CHICAGO, ILL. 


122 Centre St. 
NEW YORK CITY 


2216 Northland Ave. 
CLEVELAND, OHIO 


51 Clementina St. 
SAN FRANCISCO, CAL. 
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WE MANUFACTURE A COMPLETE LINE OF PACKAGING MACHINES FOR OPERATING 


PACKOMATI 


PACKAGING MACHINER 


J. L. FERGUSON COMPANY, JOLIET, ILLINOI 
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VACUUM SEALING 


OR 


%» f 
The primary objects of a closure are: 
_. to make a perfect seal. 
_. to be economical in operation. 


.. to provide an attractive package. 


.. to assure consumers the utility of 
easy opening and perfect her- 
metic re-sealing. 


WHITECAPS embody all these prin- 
ciples, supplying a package distin- 
guished in appearance, distinguished 
for convenience. 


WHITE CAP Service includes the 
installation of high speed vacuum 
machines especially engineered for 
the individual problem. 


WHITECAPS are ideal for such 
products as vinegar, catsup, chili 
sauce, mineral waters, syrup, etc. 


7/ TO OPEN 
Pry up 


TO RESEAL 
Press on 
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IS WHAT 


OWENS-| LL N OS PUTS INTO A CONTAINER 


perorE YOU pur ANYTHING w tz. 


@ Among the many reasons for the uniform 
quality and accuracy which characterize 
Owens-Illinois pharmaceutical and pro- 
prietary ware are careful selection of raw 
materials, most modern automatic 
machinery, electric annealing lehrs and 
scientific control of every step in the man- 
ufacturing process up to and including 
the final inspection before packing. You 
may have heard a good deal about the 
unique laboratory and research facilities 
maintained by Owens-Illinois for the 
benefit of its customers. Less familiar, 
but none the less important, are the same 
facilities maintained as a constant check 
on OnlIzed quality. OnIzed ware is better 
ware because there is a difference in glass. 
OnlIzed design is a more effective design 
because Owens-Illinois’ long association 
with the marketing of many kinds of glass 
packed merchandise has given its design- 
ers a thorough understanding of public 
buying habits. Scores of shapes, styles 
and sizes in stock-mold containers are 
always available. Your inquiry is invited. 
Owens-Illinois Glass Company, Toledo, O. 
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OnIszed Service does not end with the container. The benefit of 

the Owens-Illinois wide facilities and long experience is available 

in helping you design the complete package whether it be a new 
line or re-designing your old line. 
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PHARMACEUTICAL AN 
PROPRIETARY WARE 
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ANNOUNCING THE 1934 ALL-AMERICAN PACKAGE COMPETITION 


be applied to the annual package competition sponsored by Modern Packaging and that hence- 

forth this would be known as the All-America Package Competition. The reason is obvious we 
think—the twelve classifications do not permit of a sufficient number of those divisions which will include 
all of the groups that should receive consideration. 


L Oh the February, 1934, issue of this publication it was announced that a new designation would 


Included in this year’s (1934) competition are seventeen groups or classifications. Twelve of these 
constitute a repetition of the groups which were established for last year’s All-America Twelve; five 
are additional. It is believed that the latter not only aid in making the entire grouping more comprehensive 
and typical of what constitutes packaging but also offer a greater incentive to many manufacturers who 
previously may have felt that their packages—because of the limited grouping—were not accorded com- 
plete recognition. 


The addition of the group ‘Machinery and Equipment’’ should be of constructive interest inasmuch 

as it places recognition on and takes account of the production factor in packaging, so highly important 
from the standpoint of the manufacturer who distributes his products via the package. 
On the committee of judges for the 1934 All-America Competition, three of those who served last 
year have been retained, these being: Katharine Fisher, consumers; William M. Bristol, Jr., production 
© end Vaughn Flannery, advertising. The new judges are William O. Riordan, retailing; Lockwood M. 
Pirie, wholesaling and |. Willard Crull, sales. 

Details of the competition will be found on the following pages and an entry blank is included with 
this issue. A\n early response from those who contemplate entering their packages will be appreciated. 
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WILLIAM M. BRISTOL, JR. 


KATHARINE FISHER 
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I. WILLARD CRULL. 


PACKAGES 


~ JHE importance of assembly methods in package 
“ production needs no special pleading when manu. 
facturers consider what constitutes the  successfu] 
package. Nor is it necessary to outline for our readers 
the suitability of WILLIAM M. BRISTOL, JR., to serve 
on the 1934 committee, as representing the production 
group. Mr. Bristol now enters his third term in that 
capacity. He is vice-president in charge of production 
for the Bristol-Myers Company. 


K ATHARINE FISHER not only thinks with but 
\ for the consumer. Her activities as director of 
Good Housekeeping Institute bring her in continuous 
touch with the new developments and requirements in 
the packaging of consumer merchandise. Miss Fisher's 
experience has placed her among the foremost authori- 
ties on packages, and our readers will be glad to know 
that she serves as one of the 1934 judges—her third 
tenure of that office. 


) ECENTLY back from Europe where he made a 
sina study of merchandising and packaging trends in 
England and on the Continent, I. WILLARD CRULL is 
particularly well fitted to serve as one of the 1934 
judges. Many of our readers already know him as 
vice-president of Campana Sales Company which has 
been twice winner in the All-America competitions. 
Mr. Crull will represent the ‘‘sales’ group on the 
committee of judges this year. 


THIS COMMITTEE WILL 
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ILLE SELECT THE ALL-AMERICA 
ESE FOR 1934 


ckage YW) ILLIAM O. RIORDAN has been president of 
manu. & Stern Brothers, New York, since June 14, 1952. 
-essful [ Originally he was associated with William Filene’s 
eaders Sons Company of Boston; later with the B. Forman 
serve Company of Rochester, and, previous to his present 
1ction position, with Abraham & Straus, Inc., Brooklyn, first 
1 that as divisional merchandise manager and then operating 
action PF vice-president. Mr. Riordan serves on the 1934 com- 
mittee of judges for the All-America competition as 
representing the retail group. 
h but 
‘or of FF IS hobby is sailing. But Lockwoop M. PIRIE 
nuous eG qualifies as one of the 1934 judges because of 
ntsin — his excellent merchandising background. He _ per- 
sher's sonally supervises the attractive packaging used for 
thor — the various brands of goods which come under his 
know — direction. He is in charge of the hosiery, underwear, WILLIAM O. RIORDAN 
third — men's furnishings and glove departments of Carson 
Pirie Scott & Company, Wholesale, Chicago. 
ude a ve HE more alert manufacturers are beginning to 
dsin § ¢ experience the dollars and cents value of a package 
LL is design and are beginning to appreciate this much neg- 
1934 lected phase of good packaging.’’ So said VAUGHN 
m as FLANNERY last year when he served as one of the 1933 
1 has All-America judges. He still thinks the same and has 
‘ions. again agreed to express his opinion as one of this year’s 
| the F committee. Mr. Flannery is vice-president in charge 
of design of Young & Rubicam, Inc. 








LOCKWOOD DM. PIRIE 





VAUGHN FLANNERY 
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§ ? NTRIES to the All-America Package Competi- 
tion must be confined to those packages or dis- 
play units (display containers with accompany- 
ing packages) which have been placed on the 

market during the year 1934. However, an exception 
is to be noted; namely, those entries classifying under 
the grouping ‘‘Machinery and Equipment.” This 
group will include any complete or partial equipment 
installation which has been made during 1934. Entries 
for this classification must include samples of the actual 
packages assembled on such machinery, also photo- 
graphs, plans and production figures relating to the 
particular installation which is entered. Any number 
of different packages may be submitted to the competi- 
tion by the following: (A) Manufacturing Companies 
making use of such packages; (B) Material Manufac- 
turing Companies who have furnished any component 
part of such packages; (C) Machinery Manufacturing 
Companies who have furnished equipment for the 
assembly of such packages, and (D) Package Designers 
or Organizations responsible for the submitted designs. 
The competition closes Jan. 5, 1935. There is no 
entry fee but it is understood that all packages sub- 
mitted will remain the property of MODERN PACKAGING 
and be placed for exhibition in the PERMANENT PACK- 
AGING ExuisitT at 425 Fourth Ave., New York. 

Packages should be sent by express or parcel post, 
prepaid, together with an official entry blank properly 
filled out for each package. 


( N FILLING out the entry blank, please see that 
=" all information required is given, and, if addi- 
tional data seems desirable, this may be supplied, 
using the reverse side of the entry blank. Should 
additional blanks be required, these may be had on 
application. Each package, however, must be accom- 
panied by its individual entry blank. The following 
information is essential: (1) Name and address of 
product manufacturer using the package; (2) name 
and address of the designer of the package; (3) list of 
manufacturers of package materials used in the assem- 
bly of the package; (4) list of manufacturers of ma- 
chines or equipment used in the filling, sealing, labeling, 
cartoning, etc., of the package. The entry should be 
signed by the representative of the company or the 
individual submitting the package, and the date of 
submission should be given. 


HE groups comprising the All-America Package 
“ Competition consist of the following: Bags and 
Envelopes, Cartons, Closures, Collapsible Tubes, Dis- 
plays, Family Group, Fibre Cans, Glass Containers, 
Machinery and Equipment, Metal Containers, Mis- 
cellaneous, Plastics, Seals and Labels, Set-up Paper 
Boxes, Shipping Containers, Transparent Packs, Wrap- 
pings. Each of these groups will be judged separately, 
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AND HERE ARE THE RULES OF THE CONTEST 


and the package receiving the highest marking of the 
group will be tendered the first award; the next highest, 
the second award, and the third highest rating the 
third award for that group. 


HE judging of the packages will take place imme. 
¢ diately after the closing of the competition and the 
awards will be made in March, 1935, concurrent with 
the Annual Packaging Conference and Exhibition, 
The All-America Medals, in gold, silver and bronze 
will be awarded to those companies whose packages 
receive, respectively, first, second and third highest 
ratings in each group of entries. Certificates of Award 
will be given to the designers of these packages as well 
as to the suppliers of materials and suppliers of equip- 
ment used in their assembly. The All-America pack- 
ages and all entries in the 1934 competition will be on 
display in the Permanent Packaging Exhibit, 425 
Fourth Ave., New York, from Feb. 1, 1935, until 
April 1, 1935. 
In the judging of the packages, consideration will be 
given to the following points: 


1. Appearance 


(a) Design Balance or Harmony 
(b) Size 

(c) Shape 

(d) Typography 

(e) Illustration 

(f) Color 

(g) Style 


2. Sales Value 


(a) Display Value at Point of Sale 
(b) Convenience 

(c) Advertising Value 

(d) Re-Use Value 


3. Construction Value and Economy 


(a) Protectability 
(b) Suitability for Product 
(c) Adaptability to Production 


These points, proportionately rated, will constitute 
a basis of marking or rating for the submitted packages, 
the grade of each package being determined by the 
judges as the relative approach to a hypothetical perfect 
score. In the event of a tie score on any packages 
entitled to first, second or third place, the judges will 
make selection of the winning package. 


( F FURTHER information is desired, this may be 
= had by addressing the All-America Package 
Competition, care of MODERN PACKAGING, 425 Fourth 
Ave., New York. Commencing with the date of pub- 
lication of this issue, entries may be made up to and 
including Jan. 5, 1935. 
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HERE was a time when the gift market, and 

that of Christmas gifts in particular, was 

limited to a few groups of items. We all re- 

member the mufflers, the neckties, the cigars 
and the gloves which our maiden aunts selected for us 
and which we proceeded to stuff into the bottom drawer, 
there to lie until happily thrown out or passed on to 
less critical, though more deserving, friends or relations. 
Today, an infinitely greater variety of goods is to be 
included among so-called ‘‘Holiday Merchandise.”’ 
Today, the traditional holiday item may or may not 
win sales, for sales are dependent, not so much upon the 
association of the item with past ‘‘giving’’ habits, but 
rather upon the present attractiveness of the article 
and of the package in which it is sold. 

A large part of this trend may be traced to the in- 
fluence which Depression has had upon gift-giving. 
Instead of emphasizing the utility of the article, our 
desire for release from worry has caused thousands of 
people to choose the Christmas season as one time in the 
year in which to be frivolous. Articles of clothing and 
food items are still the mainstay of holiday business 
but dozens of other types of merchandise have crept 
into the holiday field and taken their share of holiday 





CHECK YOUR PRODUCT FOR GIFT-SALE POSSIBILITIES 


sales. Since then, the nature of the gift itself is today 
of less importance than it was formerly, the nature of 
the package has become of even greater importance. 

The manufacturer who would plan his wares for 
Christmas sales must therefore consider carefully the 
buying habits of the millions of people who make up his 
potential market. He must fix firmly in his mind the 
special considerations upon which they act when pur- 
chasing their tokens and symbols of Christmas good- 
will and govern himself accordingly. 

Paramount among these considerations is the fact 
that the Christmas buyer looks always for the unusual 
in packaging. This fact has been long recognized by 
department store merchandisers—people who are much 
closer to the mass of consumers than is the average 
manufacturer, and who, therefore, have realized more 
quickly the importance of special packs for this, a very 


Bon voyage for the literati. Books, individually and colorfully 

wrapped and tied, packed and sold a la steamer basket. Behind 

the novelty of the idea is a clever merchandising plan providing 

large unit sales for the retailer and the certainty of consumer satis- 

faction, while making possible the disposal of large quantities of 

books from stock. The baskets pictured above are from Simon and 
Schuster, publishers 
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A bed of literary roses. Here Simon and Schuster have combined 

the currently successful Fun-ln-Bed with a number of earlier items 

to form a Fun-In-Bed box, shaped as a miniature reproduction of the 
patient and the bed. Only the nurse is missing 


“Special” occasion. They have for many years trans- 
formed their ordinary boxes and wrappings into new 
designs in preparation for the advent of every Christ- 
mas buying season. 

Today, many manufacturers have proceeded to do 





For guests wno would tactfully suggest to their hostesses that 

they be supplied with their favorite brand of cigarettes, the Ay- 

Won Toy and Novelty Company sells this cast-phenolic cigarette 

box. The books are hinged at the bottom and pivot out, disclosing 
individual packs of the four popular brands 
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For bridge table service Pilliod Cabinet Company has produced 
these four among other wooden boxes in red, black and white, 
planned to provide re-use possibilities as card and cigarette con- 
tainers. Metal decorations and appliques furnish a distinguishing note 


this very thing. They have taken a standard item, or 
group of items, and have solely by means of the package 
enhanced the gift value of these items to a point where 
they command a respectable share of gift and holiday 
simply good merchandising strategy. 





sales 











Providing a re-use for the top of a stationery box. The Ay-Won 

Toy and Novelty Company offers a greater incentive to gift pur- 

chasers by utilizing a framed picture as the lid of a stationery box. 

Stationery, box and picture-border are in harmonious tints of similar 
designs and present a pleasing ensemble 
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The cocktail basket makes its bow. As conceived by Park & Til- 

ford, a silver shovel, a wicker basket, a broad silk ribbon and a 

Cellophane wrap combine to convert a variety of drinker’s ac- 
cessories into an attractive and decidedly usefu! gift item 


In one recent instance a publisher has placed indi- 
vidual wrappings upon each of a group of books and 
placed the entire group into what would ordinarily 
be used as a steamer basket. The net result is an ex- 
tremely decorative and attractive ensemble in which 


New notes in stationery packaging are provided by White and 
Wyckoff Manufacturing Company in its new holiday line. Above: 
note and letter size stationery packed in ‘‘Scintillating’’ boxes con- 
sisting of a mica covered base, a foil covered tray with projecting 
ledge and a mica top with a square foil knob. Below: The Wine 
List, a telescoping box of burgandy colored foil. Two represen- 
tatives of the Cork series combining thin layers of cork and highly 
glazed papers in contrasting colors. The Polka Dot Address series 
in which various colors of fine dotted papers have been utilized on 
drop-side set-up boxes and the Around The World calendar box 
featuring a souvenir calendar combined with stationery 
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Colorful ribbonette enlivens the two gifts illustrated above, one 
being the more conventional and always acceptable boxed and 
ribbon-tied bouquet, the other a potted plant decorated with crepe 
paper and tied with a rosette. Below: the versatility of tying 
ribbons is demonstrated in this group of packages, ranging from a 





the titles of the individual books 
lose their importance, overshadowed 
by the attractiveness of the group 
as a whole. 

That this method has definite ad- 
vantages from both the merchant’s 
and the manufacturer's points of 
view is readily seen. The idea per- 
mits of the disposal of items not other- 
wise readily salable, yet it involves 
neither fraud nor chicanery, for 
neither the purchaser nor the ul- 
timate recipient of the books is in- 
terested in the exact titles of each 
item in the group. It suffices that 
the books be interesting and worthy 
of publication, for they are bought 
as a group and given as a group. 

This same method of ensemble 
packaging has achieved marked suc- 
cess in the expensive food and the 
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liquor accessory fields, both being depart- 
ments in which the group of articles pack- 
aged will total to a greater amount in value 
than the sum of its parts. 

Closely akin to this method of providing 
gift appeal to every-day items of merchandise 
is that of combining in the package a further 
function. In many instances this function is 
limited to a re-use of the package, the familiar 
cigarette or stocking box being typical in- 
stances. In other cases the package as a 
whole, or a portion of the package, is so de- 
signed that it may be converted into a later 
use after it has completed its function as a 
container. Thus, box tops become framed 
pictures while boxes for children’s goods are 
so decorated as to be toys-in-themselves. 

In attempting to package his merchandise 
as outlined above, the manufacturer must be 
guided by a consideration of purchasing 
habits. He must relate the utility of his 
package to that of his product. He must so 
plan his package as to complement and en- 
hance the value of his product. He must be 
doubly careful that his package does not 
‘run away,’ as it were, and overshadow the 
product itself. 

Particularly is this true if the product is 
sold through ordinary channels and in less 
elaborate packages during the rest of the 
year. If such is the case, he must make it 


set of wash cloths to another of paint brushes and including an 
R. H. Macy gift package, a bath salts box by Tre-Jur and a candy 
assortment from Mary Elizabeth. Ribbonette used throughout is 


by the Chicago Printed String Company 
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possible for the consumer to recognize his 
product so that every opportunity for repeat 
sales may be taken. 

In many cases this aim has been achieved 
by making the Christmas package an outer 
shell built around the standard permanent 
inner shell of the product and of the package. 
A typical instance of this may be seen in the 
Riley Toffee crate which contains, within its 
wooden frame, the standard metal package 
which for years has characterized this candy. 
So, too, with the Mary Elizabeth cosmetic set 
and with hundreds of other cosmetic items 
which for holiday purposes are grouped, 
boxed, wrapped and tied in gay Christmas 
spirit but which, in practically every case, 
retain underneath their ordinary day-to-day 
clothing for purposes of identification. 

The importance of this consideration can 
be seen when it is remembered that Christ- 
mas sales offer one of the greatest opportuni- 
ties for securing new users for old products 
and thus widening an article’s market. 

People like to give the things they like. 
Thus, their presents while reflecting their 
own taste, often enter homes in which the 
particular items given have never been used 
before. With the impetus of the giver’s 
personal recommendation, an article is placed 
in new hands. Its subsequent use will de- 
pend largely upon the care which the manu- 
facturer has exercised in providing for recog- 
nition of the gift item when seen in its every- 
day packaged form. 

To sum up: Consider the market for your product. 
If it has any gift possibilities at all, consider next the 
methods by which you can enhance these possibilities 
and decrease any factors which might retard gift sales, 
remembering always that few gift purchasers look 
deeply beyond the outward appearance of the gift 
they present and that therefore the novelty, the at- 
tractiveness and the general appeal of this outer shell 
is the most important part of all gift packaging. 



















































Five gifts for the sweet tooth. At top: a four tray assortment 
by Page & Shaw, held within a die cut frame of bright printed 
foil. A boxcar of lollypops providing a double pleasure for the 
youngsters. Riley’s Toffee comes packed in a miniature size wooden 
crate, adorned not only with trade marks but with shipping instruc- 
tions to carry out the nautical tone. The candy itself is contained in a 
metal box held within the crate. Kiddie Pops are found under 
transparent cellulose in a miniature bushel basket, while a variety 
of jellies sealed with wax and decorated with wax flowers are 
found in the pyroxylin covered Becket Hill box 





y: HE following abstract of a radio talk on decorative 

‘ wrappings, given by Elizabeth A. Cox of Sibley, 
Lindsay & Curr Company, Rochester, N. Y., is of 
interest and timely, even though it was presented last 
year, during the holiday season. 

“There are few adventures more inspiring than 
planning a delightful gift for those we love and admire, 
and no investment that pays a handsomer dividend 
in happiness and satisfaction than to be able to present 
these gifts beautifully wrapped in charming new and 
novel wrappings. 

“It does pay to be fussy about wrappings of the 
gifts which carry your card. ‘They do brand you.’ 
Every year is a wonderful year for gift-giving, and 
how many times just at the beginning of the holiday 


season we hear some of our friends and many times 
members of our own family, say ‘Well, this year I 
have fully decided not to give a single Christmas 
present.’ You simply look them over, nod your head 
and say, ‘Why need Christmas give you a headache?’ 

“In selecting your wrappings, you may have your 
fling. You may go French; you may go Italian; 
you may go Austrian, or decidedly British; and the 
heavenly greens, always so Christmassy, will want you 
to go Irish; and then, when you see the Scotch thistles 
and the heather, you just forget all and go madly 
Scotch. Then after all this roaming you come right 
back home and say, ‘Give me plenty of good, old 
America in my wrappings. Plenty of red, the glorious 
white and the always glorious blue.’”’ 
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LITTLE JOURNEYS TO PACKAGING PLANTS 
WHERE MODERN MACHINERY DOES THE JOB 





Recent 
At the plant of the James Hawley Company, Millis, Mass., eighteen complete pack- j was pr 
ages of Vita-B Cereal are being turned out per minute on the equipment shown the car 
above. The unit is referred to as a duplex sealer and straight line weigher and is that the 


made by the Pneumatic Scale Corporation, Ltd. With the help of one operator 
the equipment fills, weighs and seals the cereal in tightly closed cartons 





















Seventy-five 16-0z. bottles are 
cleaned, filled, capped, labeled 
and cartoned per minute at Mc- 
Kesson & Robbins Company’s 
Bridgeport, Conn., plant on the 
equipment shown at the right. 
The Karl Kiefer Machine Com- 
pany supplied tke bottle blowing 
machine and the automatic filler. 
Other equipment in this line in- 
cludes a Capem capper, a Mc- 
Donald labeler and a National 
cartoning machine 
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Recently installed for Rockwood & Company, Brooklyn, N. Y., is the equipment shown above, made by the F. B. Redington Company. This 

was primarily built to both wrap and carton, as a combination machine, the company’s half-pound cake of baking chocolate. In the first place, 

the carton with its beveled edges—the characteristic baking chocolate carton—presents an unusual cartoning problem. It is likewise of interest 

that the machine is arranged to wrap the cakes in transparent cellulose and is also equipped with a photo-electric cell registering device so that 
a printed wrapper may be used 





Here is one of the Stokes & Smith Universal filling machines used 
at the plant of the J. R. Watkins Company, Winona, Minn. This 
company manufactures a complete line of household products: 
spices, dessert powders, talcum, face powders, etc., and has other 
plants in Newark, N. J., Memphis, Tenn., and Montreal, Canada. 
A number of S & S Universal machines are used for filling—some 
by gross weight, others by measurement, others by packing. Con- 
tainers range from one ounce to four pounds. Production is from 
15 to 35 packages per minute 
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PACKAGE 


IDENTIFICATION AND 


lately taken by the Supreme Court of the 
United States. As the quick consequence 
of the turning of this new leaf, sixty companies have 
been summoned to cease and desist from packing 


6 RIZE” packaging faces a drastic new deal 
// in Federal regulation because of action 


PROTECTION 


by “Wal dow weell 


Court has disposed of in a precedent-making opinion 
delivered by Justice Stone. The gauge of battle in 
the nation’s highest court was the rivalry between 
what are known in the candy trade as ‘“‘break-and- 
take’’ packages and the packaged assortments known 
as ‘straight goods.”’ The break-and-take package 


money prizes in packages of 
candy, gum and other special- 
ties. And that is just a be- 
ginning. 

On the face of things, any 
restriction in packagers’ rights 
might seem to be a blow at the 
cause of packaging progress 
and development. Not so, 
this ban on ‘‘baited’’ packages, 
according to qualified and ex- 
pert opinion. The reformers 
claim that the lottery racket 
in packaging—especially de- 
signed to catch the pennies of 





Uncle Sam turns thumbs down on the 
use of “money prize” packages... a 
renewal of the attempt to make effec- 
tive the Tugwell Bill promises to have 
a place in the forthcoming session of 
Congress . . . Maine now requires 
product registration and formula dis- 
closure although this is applied to 
cosmetics only. But to what extent 
may this be applicable to other classes 
of packaged goods? ... labeling re- 
quirements that supply quality ratings 
on the exterior of packages have, under 
A. codification, been made 
obligatory in the canning industry. 


pattern plays up the element 
of chance. For example, a 
consignment of 120 packets 
will include four units each 
having concealed within the 
wrapper one cent, so that the 
purchasers of these four pieces 
of “penny goods”’ receive their 
money back. 

Another subterfuge in pack- 
aging that now goes into the 
discard is that which involves 
pricing by chance. Each unit 
package has its retail price 
marked on a slip of paper 








concealed within the package, 





children—has been a reflec- ores 

tion on the integrity and good 

faith of packaging asa practice. From that viewpoint, 
the outlawing of enclosures of coins, etc., is calculated 
to add to the dignity of the package as a bona fide 
commodity-receptacle and merchandising vehicle. 

Yet another angle of the house cleaning in respect to 
prize or premium packaging carries a promise of restora- 
tion of packaging competition based on enterprise and 
ingenuity rather than mere catering to a gambling 
impulse. The action at Washington against the 
weighting of packages with minor money bribes is a 
triumph for the large companies in the confectionery 
and kindred lines that have steadfastly stood out 
against the manipulators of money ‘“rewards’’ in 
“chance’’ packaging. The outcome is no less welcome 
to certain packagers who, under pressure of competition, 
reluctantly matched the lottery tactics of the unethical 
small operators but who have never been comfortable 
in their own minds while subsidizing packages that 
should sell on their merits. 

Fair competition in packaging, not a matter of 
ethical morals, is the main issue in the case of R. F. 
Keppel & Brother, Inc., which the U. S. Supreme 
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ascertainable only after the 
purchaser has selected his package and removed the 
wrapper. The joke is that while some ten packages in 
five dozen may be redeemed at one cent each, all the 
others call for payments of two or three cents each. 
A variation from the money bait is found in the blind 
packaging of a few units out of several hundred wherein 
the “lucky” confections have concealed centers of 
different colors instead of the standard white centers. 
Drawers of these color tokens are entitled to prizes 
consisting of lead pencils, penholders, rulers, etc. 

The Supreme Court found that the break-and-take 
packages contain smaller pieces of candy than the 
competing straight goods packages which are sold at 
comparable prices, or else the candy in the prize- 
carrying packages is of inferior quality. Also, it came 
out that the one concern involved in the test case has 
been selling break-and-take packages to the tune of 
$234,000 per year. So the Supreme Court reversed 
a lower court and gave the Federal Trade Commission 
authority to suppress a species of packaging that was 
the more vigorously condemned because it exploits 
consumers and particularly (Continued on page 107 ) 





The tray is stamped from copper in full view of the spectator, making an inter- 

esting and educational display and creating the desire to purchase. The tray 

packed for mailing sells for five cents. This is the Century of Progress souvenir 

tendered by Chrysler Motors. Both tray and box were designed by Barnes & 
Reinecke, industrial designers. 


Also at the Century of Progress (at the 
Ford Building) are zinc die cast salt cel- 
lars—a replica of the building done by 
Albert Kahn—made by the Continental 
Die Casting Company. These can be 
utilized as reuse containers. 





Patriotic sales appeal. Rockwood & Company uses appropriate display Especially for men, Cannon Mills Inc. puts up three towels—big, 
for Red, White and Blue Cups (chocolate). Designed by Harold Barnett. and thirsty—in this appealing and amusing box that can't miss 4 


All complete and convenient in a set-up paper box for the youthful cam- Simple and easy to set up, the display for the Hotchkiss (E. Hy 
era enthusiast. Camera, trays and film spool knobs are molded of Durez. kiss Co.) stapler also forms the carton liner. An A. J. Turner] 





Helping to sell Huber's honey. Display, printed in black and red on 
gold stock, matches the Phoenix caps used on the jars. Photograph 
by Heetfield-Tillou. 


Vacuum seal jars which are all glass—container and cover—possess 
several advantages. Here is one used by Helen B. Sawyer for chicken 
meat and broth. 


Carton of gold foil with border of maroon and red. Label also of 
gold foil with maroon center. Design by Sidney Bagshaw of Arthur S. 
Allen’s organization. 


The new Evening in Paris (by Bourjois, Inc.) purse flacon, made of 
Maryland blue glass, with a blue cap, blue and silver tassel and blue 
and silver label. 
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GOLUAPSIBLE 'TUBES 
OF ALCOA ALUMINUM 


ARE BETTER 


... AND NOW THEY 


See that clean, sterile side-wall? It’s the same clean, 
PURE Aluminum women use to cook food in. Women 
know its superior advantages. That alone can be made 
a talking point for your product. 

An Alcoa Aluminum tube is stronger, too; strong 
enough for crimped clipless closure. Yet this remark- 
able metal is also soft, flexible, easy for dainty feminine 


fingers to squeeze. 


And there’s a big economy story in its lightness. Get 


the facts; then figure your dollar savings per year on 






COST LESS TO BUY 


shipments of tubes to your trade, and savings in duty 
on export shipments. 

With all these advantages you would probably want 
to use Alcoa Aluminum tubes anyway; but it won’t hurt 
to mention again that they are now more economical 
to buy, too. They are made in all sizes; now being 
used for everything from cosmetics to food products to 
paint. Let us tell you the whole of our interesting story. 
Write ALUMINUM COMPANY OF AMERICA, 

1829 GULF BUILDING, PITTSBURGH, PA. 9 


ALUMINUM FOIL ADDS SALES APPEAL, PROTECTION. 
UP TO 43,300 SQUARE INCHES PER POUND! 
LET US SEND SAMPLES SUITABLE FOR YOUR PRODUCT. 
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ROLLED-ON SEALS PLEASE WOMEN 
THEIR HERMETIC SEALING PROTECTS QUALITY AND YOUR REPUTATION 


Want to increase your product’s popularity...and sales? 
To help make second and third and fourth sales to the 
same women, remove need for blasphemy and sore 
hands? Make your container easier to open and use, 
with an Alseco Rolled-On Seal. 

Here’s what “Rolled-On” means: A plain-skirted cap 


is first sealed to the top finish under stationary pressure. 
Then the skirt is rolled INTO the threads ...the only 
way to get a perfect fit. This Alseco “Rolled-On” method, 


alone, can actually hold a vacuum, yet be easily re- 
moved by hand. 

Alseco Seals are made in all sizes and types, includ- 
ing counterfeit -proof “locks” to protect your profits. 
They can be beautifully embossed and lithographed. 
Made of Aluminum, they cannot contaminate the prod- 
uct. Let us send you the rest of the big story. Write 
ALUMINUM SEAL COMPANY, NEW 
KENSINGTON, PA. 














Standard Coffee Co. uses these “suggestive” containers for Standard 
tea. Fibre cans supplied by Sefton National, labels designed and made 
by Wurzburg Brothers. 


The application of correct package principles is always of advantage, 
regardless of product. This contrast between Parker Pen Company’s 
old Quink carton, shown on the right, and the new one as designed by 
Paul Ressinger, emphasizes the high visibility of the new package, its 
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Favorable comments have greeted the Pall Mall cartons and ig 
used by Joseph Krieg-Fink Company. Cartons are being 
Container Corporation of America. 


sales appeal, and the subtle suggestion of crispness, fresh 
clarity which it conveys. The new carton appears in white, W 
dark band varying in color from a bright blue through a blu 
the black, depending upon the color of ink contained in the 











wsh Company recently introduced a new “Hush” stick deodorant, 
ng the metal cases and display shown. Design and art work were 
done by Jane Curtis. 


ppularized as the four steps to loveliness”, an Americe Circulation 
feaiment, Marshall Field & Company, manufacturers, sponsors of this 

have hit upon a new note in feminine appeal. Four preparations, 
buped to present “four steps’, in a container that is an asset to 


Subconscious acceptance and ‘‘satisfaction continuity” tell the sales 
story in this display for Yello-Bole pipes created and lithographed by 
Einson-Freeman Co., Inc. 


boudoir or display counter, make up this new package. In order of 
application, these products are, a cleansing cream, facial masque, 
tissue cream and a skin lotion. Grouped, and with each in an appro- 
priate container, the four products are sold as a single unit. 











A brilliant red jar ring emphasizes the lip; block box with silver band. 
Display carries the same color scheme. Designed by Egmont Arens 
for Jenkins Brothers. 


Die-cut cartons enable a peep at the actual product trade mark. Car- 
tons and display designs were made by Brooks & Porter, Inc., for 
Eagle Lock Co. 


Silver background used for the Glad Rag display designed by Edws 
H. Scheele makes the bags appear brighter and connotes one oi ti 


major uses of the product. 


Display panel shown is a combination of half tone, line cut ai 


duo tint. Designed by American Marketing and Management Sen 
for Acme Shear Co. 
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PLASTICS 


IN PACKAGIN G— 


A SURVEY AND A FORECAST 


Plastic Materials Have Cut a Wide Field for Them- 

selves as Packages and Closures. Modern Pack- 

aging Presents Opinions of Leaders of the Plastics 

Field as to the Present Achievements in Packaging- 

with-Plastics and the Possibilities and Probabilities 
of the Future 


LANCING over the illustrations accompany- 
ing this article one cannot fail to realize that 
molded plastics play an important part in the 
packaging of hundreds—thousands—of items 

which are sold today. Look once more at these illus- 
trations and consider that packaging presents to the 
plastics and plastic molding industries one of its larg- 
est fields and one of its greatest opportunities. 

Any consideration of molded packages or closures 
must be based upon the acceptance of certain well de- 
fined facts. Foremost among these is that while it 
may be possible to produce one hundred set-up boxes 
economically, one cannot produce a hundred molded 
packages at a price that would be anywhere within 
feason. Plastic molding is essentially a mass produc- 
tion operation. It begins with a relatively high tool 


and die cost and proceeds with a relatively low pro- 
duction cost to reach an ideal average run of certainly 
more than ten thousand units and often as high as five 
hundred thousand. Just where this point of minimum 
cost occurs will vary with every molding job, but it 
can be accepted, to begin with, that this minimum cost 
almost never occurs when less than ten thousand units 
are to be produced. 

This factor of cost has led the development of plastic 
packages and closures along two lines. The large con- 
sumer of such articles utilizes private molds and pri- 
vate designs. The small consumer—and here again 
remember that the term is relative and varies with 
conditions—utilizes stock molds, varying standard 
designs, if at all, by differences in color. 

Accepting this condition, then, as fundamental to 
the industry, let us continue to investigate the set- 
up of the industry itself. Here there are three factors: 
the supplier of molding materials, the molder and the 
designer of plastic products. 


Above: Twenty-eight different molded caps by Anchor Cap and 
Closure Corporation. This company’s seven different styles of 
stock caps vary in size from 8 m.m. to 120 m.m. Anchor also manu- 
factures private mold caps. Two of each, the Pepsodent and the 
Parker Quink closures, may be recognized in the above illustration 
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The supplier of molding materials would, at first 
glance, seem to have little interest in other than gen- 
eral promotion of the use of plastics. Yet a number of 
companies have entered intensively into the develop. 
ment of plastic packaging, working both directly with 
packagers and cooperating with the ultimate consume 
through the medium of the plastic molder. Thus the 
Bakelite Corporation reports that, ‘‘Since entering the 
packaging field we have developed a number of special 
materials, including shock-proof materials used where 
special strength is required, odorless materials for ¢lo. 
sures, materials with exceptionally high surface lustre 
for appearance, a number of special colored materials 
etc. There has also been extensive improvement made 
in hinge construction and a simplification in latches 
for boxes.” 

General Plastics Corporation, maker of Durez, has 
since 1930 fostered the exchange of design and molding 
information among package and display users through 
the medium of Closure News, a monthly journal dealing 
with, as its name implies, information relative to the 
development of new and improved uses and designs for 
plastic closures and molded packaging devices. The 
company likewise has cooperated with a number of 
package designers and industrial designers, particu- 
larly in aiding them in the solution of mechanical and 
engineering problems which arise in the consideration 
of plastic molding—and for which the average designer 
is not fully equipped. This work has likewise been 
carried to art schools and colleges where design is being 
taught, with the result that designers today are far 
better equipped to plan for economical molding and 
good design than they were but a short time ago. 
The company has also developed a number of new 
molding compounds of particular interest to manu- 
facturers packaging liquids or creams containing a 
water, grease or oil base. It has again gone far to 
ward the development of better color, the elimination 
of fading and the creation of translucent materials 
which can be handled in standard molding equipment. 

Toledo Synthetic Products, Inc., makers of Plaskon, 
have likewise carried on extensive research and de- 
velopment work in the interests of the molder of pack- 
ages and the user of molded packages and closures. 


Two stock boxes molded by the American Insulator Corporation. 
The one at the left suggests use for cosmetic, jewelry, cards or small 
items of man’s wear. That at the right is large enough for such items 
as belts, suspenders, stockings, gloves or candy, and has its re-use 
function as a cigarette box, emphasized by side-slots designed ! 


hold match books 


A small hinge-top box molded of Plaskon, illustrating the possibilities 
for decoration by clever design of relief surfaces and harmonious 
color combination as between top and bottom portions of the box 


General utility box designed by Van Doren and Rideout and t 
cently made available as a stock item by the Auburn Button Wor . 
A modern design is molded into the cover of the box and carried # 
a raised surface around the front and back of box cover an - 
Additional possibilities as between various users of this box will be 
found in the proper selection of colors 





Partic 
conta’ 
field t 
which 
degree 
has c¢ 
develc 
closur 
condit 
and cl 
impor! 
In 1 
wide ¢ 
as sha 
silver 
stick ¢ 
pharm 
small 
stantié 
and sh 
tion. 
Synthe 
dustri¢ 
towarc 
type 0 
The 
succeet 
of pas 
from 0 
from b 
have b 
low pri 
have t 
closure 
Amo 
ment it 
many 
molded 
who ha 
tion up 
of thes 
AGING i 
Two 
interest 


Two stoc 
that at th 
hinged ci 
top, havir 


Seven be 
wide po: 
tions in tl 


The Bake 
bilities of 
container: 






























































t first 
N gen- 
iber of 
Velop. 
y with 
sumer 
us the 
ng the 
special 
where 
Mr clo- 
lustre 
erials, 
made 
atches 


Z, has 
olding 
rough 
ealing 
0 the 
ns for 
The 
er of 
rticu- 
1 and 
cation 
signer 
been 
being 
e far 
r and 
ago. 
new 
nanu- 
ng a 
ir to- 
ation 
erials 
nent. 
skon, 
1 de- 
pack- 
sures. 


ration 
rr small 
n items 
re-use 
red to 


pilities 
onious 
» box 


nd fe 
Y/orks 
ried 

base 
vill be 





Particularly in the three fields of liquor closures, molded 

containers and closures for cosmetics. In the liquor 
geld the company has developed a wide range of colors 
which it guarantees as non-bleeding in alcohol in any 
degree of concentration. Starting from this base it 
has cooperated with a number of manufacturers in the 
development of special designs of molded liquor 
closures particularly suited to present day liquor sales 
conditions in which the factors of color, feminine appeal 
and clean, modern lines have proved to be of decided 
importance. 

In the molded container field Plaskon has achieved 
wide acceptance as a package for such ‘dry products” 
as shaving soap, manicure sets, face tissue containers, 
silver boxes, stocking run preparations, razors, lip- 
stick containers, etc., etc. Again among cosmetic and 
pharmaceutical preparations having an oil, grease or 
small water content base, Plaskon has achieved sub- 
stantial use, its color translucence and lower breakage 
and shipping costs serving as incentives for its utiliza- 
tion. At the present time in the laboratories of Toledo 
Synthetic Products and in the Mellon Institute of In- 
dustrial Research, experiments have progressed far 
toward the perfection of a totally non-hygroscopic 
type of Plaskon suitable for water base products. 

The Resinox Corporation, makers of Resinox, has 
succeeded in developing its product into a full line 
of pastel colors possessing water resistance, freedom 
from odor and flavor, high torque strength and freedom 
from bleeding. These qualities, the company states, 
have been achieved while maintaining the relatively 
low price of the material. Resinox molding powders 
have thus achieved wide use both in the package and 
closure fields. 

Among molders, experience and records of achieve- 
ment in package and closure molding vary. There are 
many firms long established in the field who have 
molded few packages or none at all. There are others 
who have concentrated a great deal of time and atten- 
tion upon the development of this business. Seventeen 
of these latter have cooperated with MODERN Pack- 
AGING in compiling the following information. 

Two questions in regard to molders are of primary 
interest to the average manufacturer. First, does the 


Two stock boxes from molds owned by Tech-A\rt Plastics Company, 
that at the right being a vanity box with a mirror cemented into the 
hinged cover. At the left, a round cigarette box with a plug-type 
top, having a diameter slightly greater than that of the base of the box 


Seven boxes by the Mack Molding Company. These illustrate the 

wide possibilities for variation of design. Note the interior parti- 

tions in the Gem razor box and the relief surfaces of the Cutex and 
Schick boxes 


tae eakelte Company uses this kit to demonstrate the wide possi- 
2 es offered by its material to those who would package in molded 
ontainers. Included in the display are almost every size and shape 
of box which might be desired 












































































molder supply items made from stock molds; and seconcly, does th 
molder maintain a design department? 

In considering this first question, it must be remembered that , 
negative or a positive answer implies nothing as to the company jy 
question other than that it has certain molds available and that j 
therefore can serve the user of packages or closures, which may ty 
made from these molds, without necessitating his undergoing the g. 
pense of the creation of a mold. Whether this is a desirable procedyr 
depends entirely upon the particular problem of the consumer in ques. 
tion, upon the nature of his market, of his product, of his factory and 
of his merchandising methods. The following companies are among 
those which do maintain stock mold libraries and supply items from 
such molds. 


American Insulator Corporation (boxes) 

Anchor Cap & Closure Corporation (full line of molded closures) 

Armstrong Cork & Insulator Company (full line of closures) 

The Arrow, Hart & Hegeman Electric Company (jars and covers) 

Auburn Button Works, Inc. (various styles of boxes and covers) 

The Closure Service Company (full line of closures, including glass 
rod and quill brush applicators) 

Colt’s Patent Fire Arms Manufacturing Company (one and two 
ounce cream jars and rouge containers, etc.) 

Tech-Art Plastics Company (cigarette and vanity boxes and covers 


In general, it may be said that an extremely wide range of closures 
may be had from stock molds. This condition probably may be 
traced to the fact that an extremely large number of manufacturers 
use stock mold bottles and that closure sizes and styles have thus, in 
many instances, been standardized. However, in the cosmetic and 
liquor fields today, a number of companies have found it economical 
and practicable to go to the expense of designing individual private 
molds for their lines. Fewer molds are available when one seeks jars 
or boxes. But here again the question of using a stock mold depends 
largely upon the individual's requirements and the adaptability of his 
product to limitations fixed by an already existing mold. 

Many manufacturers who utilize stock molds have succeeded in de- 
veloping great degrees of individuality for their containers by securing 
color combinations differing from all others in use with the same mold. 
To this extent the stock mold acquires a certain degree of ‘privacy,’ il 
that the same shape, though used by several manufacturers, resultsin 
each case in a totally different container appearance. Add the differen- 
tiating factors of individual labels, wraps, seals or other decorations 
and it will be apparent that great degrees of difference may be had in 
spite of the fact that a basic similarity exists. 


Colt’s Patent Fire Arms Manufacturing Company presents a variety of containers and 

closures. The careful observer will note seven different color combinations of lip 

rouge boxes and four different jigger caps, two of which have been turned into position 

for use as measuring cups. Various possible color combinations are indicated by the 
four cream jars 


Two displays molded by the Reynolds Spring Company, showing a clever combination 
of metal with molded parts. Such displays have achieved marked success in the demon- 
stration of drug store and cosmetic items 


lilustrating the infinite possibilities of molded closures, Colt’s Patent Fire Arms Manv- 
facturing Company presents sizes varying down from 132 m.m. _ Note also how the 
differing sizes can be given a common recognition focus through the use of raised trade 
mark lettering 
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outer ring, three series of 
I  snolded caps by the Closure 
Service Company, available in a 
wide variety of sizes. Also to be 
seen in the outer ring, three closures 
molded of white Plaskon and hold- 
ing quill brush applicators. In the 
extreme right will be seen a white 
Dlaskon molded cosmetic container 
and closure of the same material. In 
the inner ring closures of varying de- 
signs surround the unusual Chanti- 
cleer closure molded in two parts in 
red and white. Note also the High- 
Hat liquor closure in the forepart of 
the inner ring, molded to typify the 
name of the produce whose bottle 
it caps. Molded closures lend 


themselves particularly to adaptation 

for special distinguishing purposes, 

illustrative of the name or use of a 
product or of the trade mark 





sures 
partment of the plastic molder, coordinating this de- 
partment’s activities in regard to his line with 
those of his own organization and of the other sup- 
pliers of the elements that go toward making his 
complete package. Each method has distinct advan- 


The second point of consideration—namely, whether 
the manufacturer maintains a design department—must 
again be considered only within certain limitations. 
All molders maintain engineering departments. All 
molders are therefore to be presumed as being capable of 
molding any desired object economically and in a struc- tages of its own to offer. 
turally desirable manner 
However, the development 
of packages calls for some- 
thing more than engineering. 

It calls for a coordination be- 
tween the various items in 
the line and a planning of the 
shape, size and color of the 
package to provide a maxi- 
mum of utility and a maxi- 
mum of attractiveness. To 
achieve these effects one can 
choose either of two means. 
The manufacturer may select 
any one of a number of compe- 
tent stylists who have special- 
ized in the designing of pack- 
ages. Or, he may work di- 
rectly with the design de- 





Stock jars molded by the Arrow- 

— & Hegeman Electric Company. 

hese may be had in a variety of 

colors and are characterized by flat 

sides and fluting. Caps of the same 

°F contrasting colors may likewise 
be made from stock molds 














A molded tumbler for use in 
conjunction with a_ metal 
closure as a food package 
provides unusual re-use pos- 
sibilities in kitchen or bath- 
room. Designed and molded 
by the Reynolds Spring Co. 


The following companies are among those who main- 
tain their own design departments: 
The American Insulator Corporation 
American Record Corporation 
Anchor Cap & Closure Corporation 
Armstrong Cork & Insulation Company 
The Arrow, Hart & Hegeman Electric Company 
The Boonton Molding Company 
The Chicago Molded Products Corporation 
The Closure Service Company 
Colt’s Patent Fire Arms Manufacturing Company 


Kurz-Kasch Company 


Mack Molding Company 
Norton Laboratories, Inc. 
Reynolds Spring Company. 


The General Industries Company works in close co- 


operation with Van Doren 
& Rideout, designers, thus 
supplying its clients witha 
full designing service. Van 
Doren & Rideout likewise 
have done a great deal of 
work in cooperation with 
Toledo Synthetic Prod- 
ucts, Inc. 

So much, then, for pres- 
ent conditions in plastic 
molding of packages and 
closures. What about the 
Will the use of 
molded packages and clo- 


future? 


sures increase ? 
Decreasing material 
costs, improved molding 
methods and the wide suc- 
cess which molded pack- 
ages and closures have al- 
ready scored will, we be- 
lieve, result in a decided 
widening of the molded 
package market. To date, 
one very large considera- 
tion has been that of reuse. 
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MODERN PACKAGING 


A cast-phenolic base shown 
in this illustration is combined 
with a bright metal statue and 
mirror to form the Tattoo 
Lipstick Color Selector fab- 
ricated by the Reynolds Spring 
Company 





In the future this, while still important, will prob- 
ably loom less large because of the lower cost and 
the greater number of molded packages on the market, 
Considerations of design, of color and of decoration 
will come to the fore as more and more products find 
themselves competing against other products likewise 
packaged in molded containers. 

It is greatly to be doubted whether molded contain- 
ers will ever in any great measure replace the bottle or 
the set-up box. The molders themselves are the first 
to realize that each type of container has its own ad- 
vantage and that, to best serve the packager, must con- 
centrate upon that part of the packaging field for which 


it is best suited. 


One thing is certain 


the molding of packages and 


closures has passed the experimental, the infant in- 





dustry stage. The fly-by- 
nights have _ eliminated 
themselves. ‘The present 
factors in the field have 
earned their right to exist 
by serving the packager 
to their mutual benefit. 
Certainly many _ sensa- 
tional possibilities are “in 
the air.” But the main 
measure of future de- 
velopment will probably 
lie in refinements of design 
and the continuation of 
molding efficiency. 


How designers must work in 
planning molded plastics. The 
molded jar at the left designed 
by Edwin H. Scheele serves to 
illustrate the close limits within 
which the designer works an 
the consideration which he must 
give to the nature of the molding 
process. Note the careful at- 
tention given to the thickness 0 
shoulders, the pitch of threads 
In planning private molds it is 
well to remember the axiom, 
“The mold must be right for the 
job to be right 
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SAFEGUARDING 


ye of the first concerns in the automotive parts 

industry tc package attractively replacement 

parts was The Perfect Circle Company of Hagerstown, 

Ind. Since this company began selling piston rings for 

replacement—in 1922—it has concentrated on offering 
attractive packages as a factor in increasing sales. 

The newest package is the Series ‘‘70’’ Set fibre can 
which contains Perfect Circle ‘‘70’’ compression and 
“85” oil-regulating rings. 

The old method of packing these complete sets of 
tings was to box individually the oil-regulating rings, 
pack four of the compression rings in a box and then 
put the units in a complete set carton. All the boxes 
used in the old style Series ‘‘70’’ sets were made of box- 
board and the cost of this package was quite high. In 
the new fibre can the company packs a set of rings in a 
roll, thus eliminating the individual packing of the 
“So” oil-regulating rings and the unit packing of the 
“10” compression rings. 

There were several major reasons why the company 
decided to pack sets of piston rings for several models 
of popular cars in sealed fibre cans. Some of these are: 
To cut down the number of broken sets; to provide 
neater appearance; tamper proof; elimination of ring 
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breakage in shipping; reduction of packing cost, and 
to encourage set sales for a few popular cars. 

When the ‘‘85”’ oil-regulating ring was introduced in 
1930, the company decided on colors of silver and black 
in geometric square design. 

Since the foregoing was written the company has 
commenced packing Series “60” sets of Perfect Circle 
piston rings in fibre cans with metal ends. These are 
identical in size and shape, the only difference being 
the color combination of the label which is blue and 
black instead of the silver and black of the Series “70”. 

The company uses the blue and black combination 
to identify the kind of compression rings in the package. 
It so happens that the company packs Perfect Circle 
regular compression rings in blue and black boxes 
and it was thought best to continue this color combina- 
tion to identify properly the Series “60” set as having 
regular compression rings instead of Perfect Circle 
“70” compression rings in the set. 

MopERN PACKAGING is indebted to George W. Stout, 
advertising manager of The Perfect Circle Company, 
for the information given in this article. The fibre 
containers used by the company are manufactured by 
the Sefton National Fibre Can Company 
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FOR GIFTS—ALL YEAR ROUNG 


— 
ENTURIES ago the gift of spices ranked in im- 
portance with the gift of precious gems. Now- 
adays a year’s supply of spices may be had for 
a small sum, but the practice of presenting food 
as a gift has never been so general. This is true not 
only of sweetmeats and fruit, but, to an increasing de- 
gree, of all sorts of plain and fancy groceries. As 
manufacturers vie with each other in arranging foods 


artistically in glass, tin and carton, it takes a stout 
heart to resist the urge to buy. 

Food is the ideal gift in many instances. Its appeal 
is wide and includes the senses of sight, taste, smell and 
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touch. It fits all purses: the tiny jar of ginger or fii 
enormous hamper of delicacies may be used to offef 
tribute to one’s hostess. It is a gift for all the family 
a truly unselfish gift, for it carries with it no sense@ 
obligation to the recipient. It is acceptable even ff 
the wealthy; by searching in out-of-the-way cornet 
a rare cheese or tidbit may be unearthed which 
be valued far beyond its monetary worth. 

Generally speaking, the fancy or choice item is used 
as a food gift. There is a growing tendency, howey fe 
to give any sort of good food, provided it is attractively 
presented in a handsome or unusual package. For & 
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mple, Gristede Brothers have for several years been 
bering Thanksgiving and Christmas holiday combina- 
ions of good, every-day items—canned corn, peas, toma- 
oes, fresh fruit, etc.—displayed in market baskets lined 
vith paper doilies and shredded colored paper. These 
baskets retail for as little as $1.59, and because of the 
olume of the order, represent a small saving to the con- 
wmer. Since they are bought for gifts, over and above 
he customer’s daily needs, they result in a greatly in- 
preased sales volume for the individual store, with 
practically no extra sales effort. The packages are 
prominently displayed in attractive colored posters. 

The Beech-Nut Company takes advantage, too, of 
his tendency to buy every-day items when attractively 
presented, by issuing each year at Christmas time, a 
handsome box combination containing macaroni, 
Spaghetti, peanut butter, bacon, coffee, biscuits, jelly, 
hewing gum and small individual packages of lemon 
and peppermint drops. 


eft: Beech-Nut’s gift box and the 
pssortment of products which it con- 
ain. Note that these are ordinary 
atticles of diet, not fancy items 


Right: Huntley & Palmer finds that its 
astest selling products are those whose 


kages picture most vividly their 
Ontents. These are planned to at- 
ain a two-fold objective—attractive- 
es and protection against moisture 


A Saturday morning when more than seven hundred steamer baskets 
were sent out by Charles & Company. The window decoration 
simulates the smokestacks and gangplank of a steamship 


The backbone of the food gift line is the steamer 
basket. Formerly such baskets were heaped with fruit, 
with, perhaps as an afterthought, the addition of a box 
of chocolates and a jar of jelly. Now that refrigeration 
provides an ample supply of fruit on all seagoing vessels, 
fruit is used principally as a colorful background, and 
bright-colored packages and jars form a large proportion 
of the steamer basket’s contents. This is a happy ar- 
rangement all the way round. The recipient is pleased 
at the inclusion of such durable products as caviar, 
mints, truffles and marmalade. The grocer is happy, 
too, because the packaged merchandise offers a higher 
margin of profit. 

For generations, Charles & Company, high-class 
grocers of New York, have (Continued on page 99) 
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Beauté du Teint 
LUXOR Limited 
Perfumers 

This printed wrap was used PARIS CHICAGO NEW YORK 

to introduce the new Luxor bas 

Complexion Powder package. 

By printing in reverse the wrap 

offered an almost perfect imita- 

tion of the old box and when 

removed it revealed the new 

box. After sufficient time had 

elapsed to move the old-style 

packages, the new package 

wes announced 


Printed in “we Process 
SHELLMAR PRODUCTS 
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BRIDGING THE GAP BETWEEN 
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ROBABLY every manufacturer who has re- 

designed his packages has been confronted 

with the problem of when and how to release 

the new line so as to get maximum effect—and, 
at the same time, minimize the obsolescence of old- 
style packages in dealers’ hands. 

This problem is particularly acute in the case of a 
cosmetic line, where the consumer market is highly 
sensitive to changing style trends, and, being feminine, 
is inclined to be suspicious of a favored brand offered 
in a new package. 

Consequently, while we were conscious of the need for 
modernizing and improving the packages in our Luxor 
line of cosmetics and toiletries, we approached the 
problem of redesign with a good deal of caution. The 
argument, freely advanced, was that two generations 
of women, who had been accustomed to buying our 
products in the packages we had used so long, would be 
likely to shy away from the same products offered in a 
radically different dress. Aside from this considera- 
tion was the fact that for some time after the new pack- 
ages went into preduction, considerable quantities of 


* 
Sales manager, Luxor, Ltd. 


STYLES WHEN REDESIGNING 


the old packages would remain in the hands of dealers. 
And anyone who has dealt with retailers knows their 
habit of promptly returning for credit any merchandise 
they have in stock in old-style packages, once a new 
style has been put into circulation. 

After a year of study and preparation, the designs 
for our new packages were adopted. But we still 
faced the formidable problem of the transition period, 
and of finding some method of gaining acceptance for 
our new packages by those women who had been buy- 
ing Luxor products so steadily and loyally for nearly 
a quarter of a century. 

Every angle of approach to the problem brought us to 
the same conclusion; namely, that if means could be 
found of giving the new packages the outward ap- 
pearance of the old, it would not only serve to intro- 
duce and guarantee the new packages to our estab- 
lished users, but would enabie dealers to maintain the 
uniform appearance of their stocks until all of the old 
packages on hand had been disposed of. Then, presto! 
by stripping off the outer covering, Mr. Dealer’s stock 
would be automatically converted into the new line. 

One after another, methods (Continued on page 98) 
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A Manufacturing and Package Problem Is Solved 
Through the Use of a Molded Plastic 


































IGARETTE LIGHTERS were practically The process of bringing flameless lighting into the pop- 
a dead issue during the 1932 Christmas ular priced range was not without its difficulties. Ex- 
Season. It seemed that smokers considered periments indicated that this could be most efficiently 
book matches the best thing after all. How- and attractively accomplished by the use of plastic. 
ever, new life and interest were injected into the The type of plastic which would best meet our manu- 
lighter business when the first compact automatic facturing requirements, and, at the same time, have 
flameless cigarette lighter was announced under the the eye appeal of color and finish to take the place 
name of “Lektrolite’ during the summer of 1933. of a separate package was not easy to find. 
More lighters of all types were sold during the Fall Some materials were too porous and impractical for 
and Winter of that year than in the past three years our purpose. A methanol alcohol compound is used 
put together. in refilling flameless lighters. Alcohol will penetrate 
Like magic, the Lektrolite lights up a cigarette substances usually waterproof. In addition, it seemed 
without spark or flame. It has no moving parts that the Lektrolite fluid released the odors of the 
whatever. Just puff a cigarette against its cold formaldehyde inherent in certain compounds. PRI 
lighting tip and you have a perfect light. In addition Plaskon, the material finally selected, not only met 
to its simplicity of operation, Lektrolite has one all our manufacturing requirements regarding odor, 
quality above all others—it is 100 per cent windproof. porosity and ruggedness, but also provided a dis- 
Lektrolites sell in a price range tinctive color range and _ glossy 
beginning at $5. They are housed finish that sells Glolites on sight 
in a nickel shell and packaged in from counter cards. 
attractive gift boxes. Naturally, The soft pastels and deeper 7 


shades of the plastic housings 
in their lipstick style are attracting 


the price range confined the sale 
of this matchless lighter to the 











gift and class market. By making women smokers by the legion. - 
the package part of the product Men, too, find the black and sel 
and using less expensive materials, navy blue lighters, either in solid the n 
the convenience and luxury of color or in combination with white, oa 
flameless lighting were made avail- much to their liking. chanc 
able to the greater mass of smokers Smart Set, as shown in the aston 
in the form of the Glolite, at $2.50 accompanying illustration, is 4 packs 
and the Glolite Midget, at $1.00. boudoir set of six Glolites in six leade: 
These lighters retained all the different colors. The woman of f both 
mechanical and service features fashion can select {rom these There 
of the de luxe Lektrolite. whatever color best matches of part « 

*Advertising manager, Platinum Prod- contrasts with her ensemble of the q the » 
ucts Company, Inc. moment. q tant | 
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OSIERY is high fashion merchandise and 
merits a prestige package with a style 
appeal appropriate to the merchandise. 
Of excellent quality, in a wide selection of 

colors, silk hosiery is offered to the feminine trade at a 
price incredibly low. Competition runs high in the 
industry, and to keep pace with quality production 
the manufacturer is continually alert to learn what is 
new in machinery and dyes in order to keep his mer- 
chandise at the high standard set for him. It is rather 
astonishing, therefore, that the real significance of the 
package has been overlooked by the industry. The 
leaders in the field have been advertised extensively; 
both window and counter displays have been excellent. 
There has been a cumulative and effective effort on the 
part of the manufacturer toward increased sales. But 
the manner of selling this merchandise and the impor- 
tant part the package can play in the intelligent promo- 





PRESTIGE BUILDING FOR HIGH FASHION MERCHANDISE 


by Marcy Kabbitt 


tion of hosiery brands has yet to be exploited by the 
manufacturer. 

It is not too strong to say that the manner of packag- 
ing hosiery, practically throughout the industry, is 
outmoded and archaic—and that the real solution of 
brand popularity can come only through the repackag- 
ing of hosiery in terms of modern merchandising and 
selling. This is not merely a broad statement made to 
stress a point, but is a fact borne out by experiment and 
research in the field. 

Some study of the situation reveals that the majority 
of hosiery mills are in the smaller cities, and that con- 
sequently the manufacturer was seldom in sufficiently 
close contact with the large cities to be aware of the 
constantly shifting trends which are evident in 
merchandising and selling. 

Proper protection as well as display has always been 
of vital consideration in the hosiery industry. When 
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the demand for silk hosiery first assumed sizeable pro- 
portions and became one of the major industries in the 
country, the manufacturer found himself primarily 
concerned with production problems; color standards 
were difficult to maintain throughout a line. Both the 
knitting of the silk and the raw material itself were not 
without flaw. Because prices ran considerably higher 
than they do at the present time, no woman could be 
blamed for desiring complete and minute inspection of 
every pair of hose she bought. 

This production situation existed between five and 
ten years ago. Since then, quality has improved re- 
markably. Uniformity of color and excellence of 
quality is an accepted fact. The manufacturer can offer 
to the public ‘‘ringless hose,’’ ‘‘silk hose that stretches 
at the knee’ and many other sales appealing points. 
However, despite this remarkable advancement in the 
merchandise itself, it is still the customary thing for a 
woman to minutely inspect the hose before she buys it 
by putting her hand in the hose to see whether there are 
imperfections of weave or in the silk itself. 





WRAPPED HOSIERY 





_f ir J)UGH the use 


of transparent pa- 
pers has been welcome 
for hosiery wrapping, it 
nevertheless is quite im- 
perative that the papers 
used be of absolute crys- 
tal clear transparency. 
Hosiery today is manu- 
factured in a great va- 
riety of shades, many of 
which are almost indistinguishable from one another be- 
cause of their close coloring shades. Therefore, the 
paper used must be absolutely free of tints. Another 
important factor in the choice of transparent papers is 
the ability of the paper itself to remain fresh so that to 
the touch it must give a feel of velvety smoothness, 
freshness and glossiness. Furthermore the paper must 
be shrink-proof so that the hosiery will remain flat with- 
out buckling and distortion. In the final analysis, 
hosiery wrapped in transparent papers must not only be 
protected from soiling but also enhanced in its salability. 
The hosiery manufacturer who assumes the extra cost of 
this packaging must be assured that his merchandise 
will be protected and, more important, be attractive 





and easily salable. 

The Celanese Corporation, makers of the famous line 
of Celanese women’s hosiery, recognizing the advan- 
tages of transparent papers, adopted Protectoid as the 
wrapping for these products. The advantageous use of 
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Because the merchandise is not packaged in a moderp 
manner, women have not changed their buying habits. 
There is no real necessity for this form of selling this 
fragile item. The merchandise suffers through han. 
dling and pulling. 

It has remained for the department stores to provide 
a solution of what they considered an important and 
expensive problem. Constantly seeking new methods 
of sale, and desiring to eliminate waste through in. 
efficient merchandising, some of the larger department 
stores took up the question of hosiery; first its mode of 
sale to the consumer and then, in this connection, the 
package. Some of the steps which these large depart- 
ment stores had to take before they realized the im- 
portance of the package in connection with the sale of 
the hose, and the waste because of the old manner of 
buying, makes an interesting story. For example, a 
large New York department store went into the prob- 
lem with a great deal of thoroughness, and finally pro- 
claimed a solution—in new packaging. 

Before the solution was (Continued on page 101) 








PREVIOUS SALES 









this material was clearly 
demonstrated in a large 
scale promotional sale of 
Celanese stockings at 
Bloomingdales basement 
store. The successful 
and satisfactory results 
of this sale were attested 
to by a statement made 
by the basement store 
buyer in the presence of 





his fellow buyers that Celanese stockings wrapped in 
Protectoid helped to sell for them a volume twelve to 
thirteen times greater than any other stockings of the 
same price and quality sold by the store previously. 
















W 


aptly < 
makes 
and, o. 
membe 
Now 
indeed, 
advant: 
in any 
Waste o 
availab 
glass b: 
enablin 
perman 
cation 
molded 








| laars in a name? We all know the effect, 
on sales, of any catch phrase or word which 
aptly describes a product or its uses. Sometimes it 
makes that product easier to ask for, simpler to use, 
and, once the name has been seen, it is readily re- 
membered by the customer. 
. Now Kleenway Shoe Dressing, in its original and, 
indeed, convenient package, offers certain definite 
advantages: it (the package) cannot soil the hands 
i any way and the container makes it impossible to 
waste or spill any of the contents. The shoe dressing— 
available in all seasonable colors—is contained in a 
glass bottle or tube which has a mottled surface, thus 
enabling a better grip. This is stoppered with a 
Permanently attached pad which permits direct appli- 
cation of the fluid in a sufficient quantity. A black 
molded phenol resin cap forms the closure, and fur- 


DISPLAYING A UTILITY-NAMED PRODUCT 


ther adds to the originality and utility of the package. 

Of itself, the unusualness of the package attracts 
attention, but inasmuch as the name Kleenway is so 
expressive of the product, it is obvious that no attempt 
to stress its importance as a sales slogan should be 
overlooked. Furthermore, that the showing of the 
package in a suitable display would have a definite 
advantage. So the display card, shown in the ac- 
companying illustration, and which performs both of 
these functions and includes other commendable 
features, was adopted. 

The color scheme is orange, black and white, which 
conforms to the colors of the packages shown. This 
display was designed and made by Brooks and Porter, 
Inc., for the Clark & Dunn Manufacturing Company 
of St. Louis, Mo. Leroy & Kornfeld are the eastern 
distributors for the product. 
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THAT GIFT-BUYING IMPULSE There is a willingness, too, on the part of the buyer, to 


pay a little more for his individual purchases. 

HERE is more than passing With such anticipations in mind, then, the product 
“satisfaction in thinking of manufacturer makes his plans. He seeks those mate. 
Christmas and the holiday sea- rials which the market offers, he looks for what is ney 
son. For one thing, most of us in containers, wrappers, labels, seals—all of the pack. 
have been complaining of the aging innovations which can be turned to account in 
heat, the humidity or other the business of making sales for his packaged products, 
forms of atmospheric discomfort He does this in advance of the season of course. And 
which seem to be consistently from experience we know that the month of August is 
prevalent at this time. So that the contemplation of fairly well established as the time for making the 
any weather which affords a relief is rather a pleasing necessary decisions. It is because of this that Mopkry 
thought—and we look forward to a time which we PACKAGING designates its August issue as the Gift and 7 

think will offer an alleviation of our physical distress. Holiday number. 

We think of the holiday season as being one of peace Present conditions, nationally and internationally, 
and good will which, whether imaginary or actual, are such that uncertainty exists in many directions. | 
offers a welcome let-down from our usual program. It We have news of strikes, of intrigue, unemployment, 
seems, somehow or other, to provide a temporary of many things that conflict with our opinions as to 
respite from strife of various sorts—political, inter- how the universe should be operated. Our emotions 
national, economic. And, largely because of these are rife with uncertainties; for in our planning, our 
things, we bring ourselves around to a frame of mind forward-thinking, we naturally project the probable 
where, when the time arrives, we become imbued with effects of such conditions on our immediate or even 
the ‘‘spirit’’ of Christmas which holds that season future endeavors. HI 
apart from any other period of the year. There is the temptation, however, to overemphasize Fr 

Regardiess of those concerns which may affect our on that score. From our own conning tower—and 
financial well-being—-whether we have spent lavishly with an attempt to consider all relating factors in their 
or sparingly in the past or regardless of any contem- proper place—we are inclined to be optimistic, cer- 
plation of our actions in the future—we are inclined tainly so far as the retailer of packaged merchandise is No 
to exert an extra effort to fulfill, as near as may be, concerned. His market still remains as one which he we 
our ideas of what should constitute our Christmas can be cultivated profitably if he employs the ingenuity 
giving. In this respect we lean toward the generous that the consumer has been taught to expect. Perhaps 
side—not necessarily with extravagance, for we have we are smug in this opinion—but now is August, and 
learned at least the elements of sensible buying, but we are looking ahead to Christmas, and beyond. lopes- 
certainly with less conservatism than that which we son ¢é 
normally apply in our purchasing. design 

So much for the philosophic outlook, from the stand- N CASE you overlooked it, be sure and make sure printi 
point of the consumer-purchaser, on this season of SS" of the AM-Aeeelon Package Competition entry comets 
Christmas. It is not difficult to translate these blank included with this issue. Last year's (1933) ‘sil 
thoughts into terms which are readily understood by entries totalled over twelve hundred. They almost 
the product manufacturer as well as by the suppliers filled up the place! But we'll arrange for additional 
of his packaging materials. accommodations. And, like the small boy who is It is 

He finds a receptive market, an attitude on the part looking forward to a promised treat, we “expect more,” © 
of the prospective buyer which asks for the original knowing that this year’s crop of new packages is 4 
and the unusual in merchandise as well as for the heats” ail 
ordinary. However, if the latter is tendered to the e 
purchaser in such form as to enhance its value to its 


recipient, so much the better—the gift is more appre- KRG Ep p-— * 
ciated, its greater desirability increases its salability. -VeVA- a 
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an | recent packaging job for the George 

; Frost Company is only one of many striking 
—an , ’ / 
| their ; ; Pi 
a is available at Dennison’s. 


’ 


examples of the complete packaging service that 


lise sd No matter what your packaging problems may 
which y 
onuity 
rhaps : 
t, and quire boxes, labels, seals, tags, wrappings, enve- tors have been determined that the wheels of our 
’ ) 





be, we are equally prepared to solve them. Whether 
your product is a new or old one; whether you re- 


lopes—either individually or collectively—Denni- presses and manufacturing machines begin turning 
son can help you! What appeal? What type of — out your finished packaging. That’s what we mean 
design? What colors? What paper? What kind of | whenwesay, “Whena Package By Dennison Makes 
e sure printing? What kind of adhesive? What type of — Its Bow on the Retail Counter, It’s Ready to Sell!” 


entry construction ? “ocedure — SS ] , reorge 

1933) aio ~_ What procedure— out - countless Remember—what we have done for the George 

most ethods—is best for your product? These are Frost Company and scores of other leading man- 
80 » »cH} . . ow aa C tars ‘ wer 2 Aas, . 7T : . 

a some of the questions our experts will answer for you. ufacturers, we can do for you! When you shiek 

ho is It is only when these vital technical research fac- of Packaging, think of Dennison’s! 

10fe,” 






sis a 
a + . 
sOXES * LABELS * SEALS * TAGS a 


-RINTED WRAPPINGS + ENVELOPES LILY, 
















HERE AND THERE 


Freydberg Brothers, Inc., has moved its New York 
plant and general offices to penthouse quarters at 45 
West 18th St. The company’s factories in Chicago, 
Philadelphia and Baltimore remain at their present 
addresses. The new quarters occupy the seventh 
floor of the building. Facilities have been enlarged 
by the addition of special production machinery for 
the making and printing of the company’s product, 
Cello Ribbon. These new facilities will permit of 
speedier and more efficient service of the company’s 
16 branch sales offices and also provide for the carry- 
ing of extensive stocks of its product. 
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Frank J. Collins has joined the New York sales 
force of The Warner Brothers Company and yi] 
concentrate primarily on sales of folding boxes, cover. 
ing Greater New York, Brooklyn and New Jersey, 


John Adrian has been appointed manager of the 
new Office established by the Bennington Wax Paper 
Company and its subsidiary, Ben Mont Fancy Papers, 
Inc., at 475 Fifth Avenue, New York City. In 
suite 810, executive and display rooms will be main- 
tained for the better service of chain store and other 


customers. 





Shellmar Products Company, in enlarging its new quarters in the Empire State Building in New York, has provided a restful and 

commodious packaging exhibit room for the use of customers and potential customers. Similar arrangements are to be carried out 

in the Chicago and San Francisco offices. Here, in these complete displays, it will be possible for the manufacturer interested to 

make comparisons in deciding upon the trend of his packages, to visualize the scope and variety in application which She!lmar has 
contributed by means of multi-color identity on Cellophane wrappings 


Pacific Advertising Clubs Association held a packag- 
ing exhibit at the Masonic Temple, Portland, Ore., 
July 10 to 13. 
were included, these showing individual or groups of 


Approximately seventy-five exhibits 


packages, most of which were entered by local com- 
panies. Of particular interest were the entries of 
the Western Lithographing Company, W. P. Fuller 
Company, Fibre Board Products Company, Zeller- 
bach Paper Company, and the Jones-Thierbach Com- 
pany. Also shown were the winning packages in the 
1933 All-America competition, and several of the 100 
Outstanding Packages for 1933. 


Charles E. Prins, for the past ten years vice-presi- 
dent of James F. Newcomb & Co., Inc., and W. W. 
Keifer, Jr., account executive with the same agency, 
have become affiliated with C. Tyler Kelsey in the 
management of Kelsey Advertising, Inc., 6 East 
45th St., New York. 
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Package Producers, Inc., 1021 Filbert St., Phila- 
delphia, comprises not only artists of established 
reputation, but also men with the practical knowledge 
of advertising and sales experience as well as an equally 
essential knowledge of engraving, photography and 
other forms of reproduction. 

Not only do Package Producers, Inc., create new 
labels and package designs but they also prepare a com- 
plete set-up of other necessary advertising and sales 
aids to properly present a product. This type of 
service is being extended to the individual manufac- 
turers, as well as makers of canisters and paper boxes, 
advertising agencies and printers. 


Wyomissing Glazed Paper Company has established 
a New York sales office at General Motors Building, 
1775 Broadway; telephone Circle 7-6586. New 
York representatives are S. F. Barndt and W. W. 
Chamberlin. 
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Gilling & 
Packaging 
qu ipment 






S & S Packaging Equipment is designed to 

serve the needs of the Food Industries in 
the most efficient, most economical, most 
reliable fashion. 


Long years of producing only the finest is today 
reflected in the number of outstanding manufac- 
turing plants equipped with S & S machinery. 


For Filling—for Packaging—for Weighing—for Seal- 
ing—for Wrapping—15 to 60 units per minute— 
there is a Stokes & Smith machine that will serve 
long, efficiently and at a moderate cost. 


Many users have installed complete S & S Packaging 
Lines to assure their products of packaging safety and 

protection and packaging appeal at the point of sale. 
Such installations have proved noteworthy because of 
their low total packaging costs. 


A new S & S development is that of applying varnished 
labels to Tight- Wrapped Packages, insuring extra protection 
and attracting new attention with their novel gloss and 
colorful beauty. Inquiries are invited. Write for Bulletin 200. 


STOK MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, U. S. A. 


British Office: 23, Goswell Road, London, E. C. 1 
% For economy and success, send your packaging problems to S & S$ 





















UNIVERSAL FILLER 


For any powder, granu- 
lar product or paste. Fills 
by gross weight, volumet- 
ric measurement or pack- 
ing. Speed: 15-30 units 
per minute. 


CONVEYOR 
NET WEIGHT SCALE 


For nuts in shell, hard 
candies, flaked products, 
etc. Fills by net weight. 
Speed: 15-25 units per 
minute. 














AUTOMATIC 
TIGHT-WRAPPER 


For all food and 
grocery products. 

Automatically 
tight-wraps carton 
with printed label. 

Speed: 60-70 units 
ber minute. 


NEVERSTOP 
FILLER & SEALER 


For all grocery 
products in cartons. 
Feeds cartons, bot- 
tom seals, fills, top 
seals. Speed: 40-75 
units per minute. 
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VOLUMETRIC FILLER 
For salted and shelled 


nuts, tea, whole spices, 
flaked cereals, etc. Fills 
by volumetric measure- 
ment. Speed: 20-30 units 
per minute, 


































Blake, Moffitt & Towne, 41 First St., San Francisco, 
has been appointed distributor for the Pioneer- 
Flintkote Company of Los Angeles, manufacturer 
of all types of boards, plain chip, manila lined, 
bleached manila, white patent coated, mist-grey, 
mist-tan and all types of sheet lined and pasted 
paperboards. 


Ferdinand Gutmann & Co., Brooklyn, N. Y., has 
announced to the trade that the United States Patent 
Office has granted it the U. S. Letters Patents No. 
1,916,977 and No. 1,966,273 which fully cover each 
and every type of ‘“Filma-Seal.’’ This seal has had 
wide acceptance by many nationally krown concerns 
for packaging of drugs, pharmaceuticals, household 
remedies, chemicals, cosmetics, perfumes, liquors, 
food products, insecticides, cleaners, etc. It is claimed 
that the seal is the tightest ever offered and that one 
type, Type J-, is a complete guard against the counter- 
feiting of packages. 


V. J. Zerbo, Jr., recently with Rusling Wood Com- 
pany, has been appointed art director of Brett Litho- 
graphing Company, Long Island City, N. Y. 


The first issue of a quarterly periodical, Creative De- 
sign, is being announced for mid-August by the maga- 
zine Arts and Decoration. The new publication will be 
directed to the decorating and home furnishing trade, 
and will deal only with new and outstanding develop- 
ments in modern design. China and glass, linen, silver, 
furniture, floor coverings, blankets and bedding, wall 
coverings, lighting fixtures and decorative accessories 
will all be covered in the editorial pages. 


COLOUR IN ADVERTISING 


HE How, Where and When of color appeal in 
+ advertising is presented in a most attractive and 
instructional manner in a new book, having the above 
title and published by the Studio Publications, Ltd., 
381 Fourth Ave., New York, and 44 Leicester Sq., 
W.C.2, London, England. 

The author, Joseph Binder, is one of the most famous 
designers for publicity in the world. He is one of the 
teachers who have brought students of advertising 
flocking to Vienna from every other center to equip 
themselves for their work. 

Profusely illustrated and with its easily read and 
comprehensive text, this book will find a valuable place 
as a reference volume as well as a usable work of art. 


VN the illustrations accompanying the article 
“Let ’Em Eat Cake—In New Containers’ 
which appeared in the July, 1934, issue, all of the 
decorative ties which are shown on the packages are 
of Ribbonette. This information reached us after 
the article appeared in print, and we take this oppor- 
tunity of acknowledging the omission.—EDITOR. 


a 
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BEAUTY AND UTILITY AS SALES 
STIMULANTS 


fSeavry has boundless variety. Abstract, inde. 
Cc finable, it means different things to different 
people. Thus, in Burma, we find feminine beauty 
measured by neck-lengths, and the Burmese woman 
who wears the tallest collar of metal rings is proclaimed 
the belle of the land. In those harems of the Orient 
that are still untouched by the dictates of Hollywood 
styles, corpulent flabbiness carries a premium. The 
prize beauties of certain parts of Africa are “duck. 
billed”’ women with large plates of wood in their lips, 

However, in these United States, our individual 
ideas of beauty have much in common. During recent 
years, we have been developing a national sense of 
discrimination—a preference for the beautiful, not only 
in those things which are designed for decorative pur- 
poses but especially in the every-day articles we live 
with. Our furniture, lighting fixtures, automobiles 
and even our kitchen ranges have been going through 
long periods of refinement in design. On every hand, 
we have definite proof that the consuming public is 
beauty-conscious, and that manufacturers appreciate 
the power of beauty as a sales factor. 

Nowhere has this great urge to combine beauty with 
utility been more marked than in the changes which 
have taken place in the packages which hold old 
familiar goods. A glance along the shelves of any 
grocery or drug store affords convincing proof of the 
dollars-and-cents value of beauty. Many of the “old 
line’ products have bolstered dropping sales volumes 
by donning new ‘“‘dresses’’—eye-appealing packages 
that attract attention and encourage purchases. Some 
of them have been forced to make this change by the 
serious inroads of competitors unhampered by the 
handicap of a traditional but unattractive package. 

Science has been the handmaiden to industry in this 
beautifying process. Many new materials have been 
developed within recent years which have been largely 
instrumental in improving the appearance of packages. 
Transparent cellulose has added a touch of smartness 
and protection against soiling. Lacquer, with its 
brilliant colors, wear-resisting surface and_ ease of 
application, has added both beauty and utility to 4 
variety of articles. Among the new materials which 
have contributed extensively to modern packaging are 
the molding resins such as Bakelite, Beetle, DureZ, 
Plaskon and Resinox. Today, more than ever a great 
number of products of all kinds are placed upon the 
market in beautiful, durable containers made entirely 
or in part of molded plastics. These resinous materials 
are to be found in bottle and jar closures, collapsible 
tube caps, novelty containers, cigarette boxes and 4 
host of other articles in every-day use. With the 
growing use of molding resins for smart modern pack- 
ages, scientists have been busy bringing these materials 
to a new point of perfection. 


(Continued on page 97) 
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ATTRACTS ATTENTION 


Color attracts attention, and color plus the wholesome 
high quality of Hershey’s Chocolate has set up a new 
sales record in the candy field. The Hershey Mild and 
Mellow Bar stands out on the candy counter, catches 
the eye, commands respect and makes the sale. A 
special golden Riegeline over crinkly foil makes this 


bar both different and distinctive. 


There are over 100 Riegel papers, offering a solution to 
almost any packaging problem. If you are creating anew 
package, improving an old one, or just frankly trying 
to cut your costs— write for our portfolio of pack. 


aging papers. We feel sure you will find it of interest. 
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IT CAN BE DONE 


NOW 


Effecting a Positive Seal Without Heat on a Bag 
or Inner Liner Before the Carton Is Closed 


HE problem of obtaining an _ hermetically 
sealed inner liner for a carton has always 
presented certain difficulties, due mainly to 
the improper adhesion of the liner surfaces, 
the inability of the adhesive to effect a complete or 
permanent closure or a lack of proper mechanical 
means for making the final seal, inside the carton 
before the latter is closed 
For the first time in the history of food packing 
in cartons, so far as MODERN PACKAGING is aware- 
with the exception of heat sealing with wax—there 
has been developed and perfected a method of her- 
metically sealing an inner liner, a method which 
employs a special adhesive and is applicable to plain, 


Left: 


waxed or any type of coated paper. The result is 
said to be a moisture-proof, grease-proof, air-tight 
and sift-proof seal on the liner. Furthermore, by the 
use of this method it is stated that less paper is re- 
quired than for any type of liner which has the bag 
folded and unsealed. Allowed patent applications cover 
the method of sealing, the adhesive used and the 
machine for making the hermetically sealed liner. 

The accompanying illustrations show two views of 
equipment at the plant of Joseph Tetley and Company, 
where the method is being used in the packaging of 
Tetley Tea, and three cartons which illustrate the 
various stages of folding the bag or liner within a 
carton after the closure has been eifected. The 
cartons shown in this instance, are of a special (pat- 
ented) type although any other standard cartons 
are similarly applicable to the use of this liner. 

At the Tetley plant, a built-in machine is incor- 
porated within the frame of a Pneumatic Scale lining 
unit. This applies the ad- (Continued on page 101) 


Applying ad- 


hesive to web of 
paper in regular 


lining machine 


Right: Closing machine 
which seals open ends 
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LANS ... thoughts ... programs... competition. It all comes down 

to whether or not your customer likes the product you have to sell. 
To make them like it you must make it modern... dress it up in a 
dignified, attractive, package with plenty of "eye-appeal". Heekin 
lithography on metal... rich reds, enticing blues, brilliant yellows, 
purest white ... will enrich your package and enable the momentum 
of your sales plans to carry right into the store and from the shelves 
where the final competition takes place. If you want distinctive 
treatment of your package .. . with true, lasting colors, we can give 
them to you... and economically, too. THE HEEKIN CAN COM- 
PANY, CINCINNATI, OHIO. 
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WIT H HARMONIZE D COLORS 
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Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


A GENERAL PURPOSE BAG SEALER 


general purpose, adjustable machine for ap- 
plying a reverse double-fold, stapled sift-proof 
closure to light and medium size paper bags measuring 
not over 10 in. in width is provided in the Model 
“D-10” bag sealer manufactured by Saranac Bag 
Sealers, Inc., Benton Harbor, Mich. 

Regarding this equipment it is stated that through 
its use bags can be rapidly, securely, almost hermeti- 
cally sealed. The stapling heads manufacture, drive 
and clinch their own staples from spools of wire. The 
resultant stapled fold is the strongest part of the bag. 
In operating the machine, filled bags are fed by hand 
from the package supporting shelf or from the con- 
veyor. The operations of folding and stapling are 
automatically performed at a single stroke, the machine 
driving as many as six staples simultaneously. Sta- 
pling heads can be adjusted to space the driven staples 
as closely as */, in. apart. The machine is normally 
operated at a rate of 75 closures per minute. However, 
since the output depends upon the skill and ability of 
the one operator required, production ranges from 10 
to 25 closures per minute. Because no two operators 
or requirements are exactly alike, accurate estimates of 
daily production would be difficult, and are liable to be 
misleading. However, records do show daily outputs 
of 600 to 800 bags per hour, with some showing as high 
as 1200 closures per hour. 

In some installations it is practical to seal two bags at 


— 





Stages of sealing paper bags with reverse double fold stapled sift-proof closure 
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MACHINERY —SUPPLIES 


atime. This is only possible where the total width o 
two bags is less than 10 in. and where the machine jg 
equipped with twice the number of stapling heads 
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Standard model of general purpose bag sealer 


required for one bag. For example, on one-pound 
coffee bags using two staples per seal, it would require 
a 10-in. machine with four heads to seal two bags at 


once. Production records on ma- 
chines sealing two bags at once mul 
from 2000 to 2500 bags closed pet 
hour with one operator. 

Food products, coffee, sugat, 
flours, dried fruits, dry chemicals 
insecticides, poisonous powders, dry 
colors which are packed in pape 
bags are said to be speedily and ec? 
nomically sealed with the Saranac 
wire-stapled, reverse double-told 
sift-preof closure. 

The Saranac bag sealer Modd 
“D-10” is a standardized machine 
which can readily be used in col 
junction with a regular convey 
line. The folding unit automate 
cally folds the top of the bag and 
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The Penn Electric Switch Co. finds 


KIMPAK the solution of its 
shipping problems 


HE Penn Electric Switch Co. of 
Des Moines, Iowa, manufacturers 
of the Penn Temtrol, a new tempera- 
ture controller for automatically-heated 
homes, need good protection for their 
necessarily delicate product. They have 
found that KIMPAK effectively guards 
against damage and breakage in transit 
—that KIMPAK will get the Temtrol 
to customers in good condition, as per- 
fect as the day it left the factory. 
KIMPAK is a soft, resilient crepe 
wadding that comes in rolls, sheets, 
and pads of various thicknesses to fft 
every need. It is free of dirt, grit or 
other foreign substances, Not only will 
it protect fine finishes, but it will 


minimize breakage during shipment. 

Because it is easily applied, KIMPAK 
saves time, labor and money in pack- 
ing. The customers receive your prod- 
uct in excellent condition, and avoid 
the handling of messy material. 

KIMPAK can now be had backed with 
glassine in a wide variety of colors. 
Manufacturers of cosmetics and other 
products which must be attractively 
packed will find this new form of 
KIMPAK especially useful. 

Let KIMPAK help you get and hold 
your customers, save you time and 
money in packing and reduce ship- 
ping damage. Mail the coupon for 
samples and costs. 

MAIL COUPON BELOW SAMPLE 
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Established 1872 


KIMBERLY-CLARK CORPORATION 


Lu 8South Michigan Ave., Chicago 


NEENAH, WISCONSIN 
122 East 42nd Street, New York 


510 West 6th Street, Los Angeles 
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operates in synchrony with the stapling units. All of 
the staples are driven simultaneously. The stapling 
heads used wire from spools, cut, form, drive and clinch 





Sealing bags in a chain store packing plant 


the staples automatically in a single stapling stroke. 
The machine is self-contained with motor drive and 
single pedal control. 


NEW TAMPER-PROOF MOLDED CLOSURE 


NEW molded Durez tamper-proof seal for liquor 

bottles which destroys itself in opening and defi- 
nitely prevents re-use and counterfeiting has just been 
announced by Colt’s Patent Fire Arms Manufacturing 
Company, Hartford, Conn., the largest molded closure 
specialists in the country. This is said to be the first 
tamper-proof cap device in molded plastics. 

As the illustrations show, the device consists of inner 
and outer screw-caps, and when the purchaser starts 
unscrewing the outer cap the entire top breaks out and 
lands clear of the bottle. This exposes another differ- 
ently colored molded cap underneath, and after the 
broken outer cap is removed, the bottle is treated just 
like any other screw-capped container, with the inner 
cap providing a quick and efficient reseal. Counter- 
feiting of the cap is impossible because of the cost of 
molding equipment and the close integration of the 
molding industry. Reselling bottles without the outer 
cap intact is out of the question once the device has 
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been announced through advertising. In this way, it 
furnishes a sales and advertising tie-up capable of 
widespread exploitation. 

The large bead on the bottle-neck shown here js not 
necessary in producticn-run containers, double-threads 
being the only bottle change required. Also, almost 
any shape, color or design can be used on the Caps, 
and trade marks are molded in at no extra cost. There 
are no metal parts to tear off, and wraps or neckbands 
are eliminated. The caps are applied by capping ma. 
chines with special attachments at the rate of 100 per 
minute, and complete with liner and trade marks the 
entire assembly costs only about 12 cents a case more 
than conventional single molded caps. 

The principle on which the device works is based on 
the two discs, shown in the second view, whose teeth 
run in toothed tracks in inner and outer cap. When the 
cap is turned, the discs run uphill faster than the bottle 
threads lift the cap, which breaks out the top of the 
outer cap. World patents protect this principle. 


SIZE FLEXIBILITY IN NEW COFFEE 
SHIPPING CONTAINER 


FTER two years of exhaustive research, the 
~~ Union Bag and Paper Corporation announces 
the completely successful development of its new 
coffee shipping container. It is stated that the con- 
tainer, specially constructed with two plies of krait 
paper developed for this purpose, has successfully 
passed the most rigorous tests to which it has been put, 
to an extent surpassing even the expectations of re- 
search men who developed it. 

The two-year test involved the use of more than 
2,000,000 of the coffee shipping containers. Durin 
that time, some 30,000,000 one-pound bags of cofiee 
were conveyed in the containers. Regular and test 
shipments were made by freight, express, motor truck, 
steamship and various types of small mechanical and 
hand trucks. The cooperation of one of the countrys 
largest coffee roasters was enlisted in the shipment to 
various parts of the country of the approximately 
700 different brands it packs. 

“The remarkable feature of the two-year test,” it 
was stated by W. C. Mansfield, Union's sales pto- 
motion manager, ‘‘is that out of the more than 2,000,000 
coffee shipping containers that were used during that 
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al and mas tradition as holly and pine trees and gift- 
' giving itself. Your own package will reflect 

ntry s the holiday spirit if it is attractively tied. 

ent to 


And for this purpose no ribbon combines all the 
nately qualities that attract the eye so well as does Cello 
; Ribbon. Cello Ribbon is a permanently lustrous, 
easily worked package tie. Its bright patterns, its 
freedom from ragged edges—best of all, its extremely 
reasonable price—have won for it an outstanding place 
as the premier Christmas and Holiday Tying material. 
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Cello Ribbon cannot fray, soil or tarnish. It is al- 
Ways crisp. It is available in the patterns shown 

low and in hundreds of other patterns to match or 
contrast with your package covering. It may be had 
in all widths and color combinations. 


Write for samples and price information sending, if 


Possible, a sample of your present package and we will 
return it to you tied with lustrous Cello Ribbon. 


FREYDBERG 
BROTHERS 


INCORPORATED 
45 West 18th Street 
New York, N. Y. 
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period, involving every method of transportation and 
every conceivable sort of shipping condition, there was, 
so far as we could learn, not a single case of breakage.” 

The coffee shipping container, which has been 
approved by the Consolidated Freight Classification 
Committee, is manufactured in two sizes 





for 12 and 





24 one-pound bags. A distinctive feature of the con- 
tainer is its size flexibility. The character of the 
container permits its adjustment to accommodate all 
variations in the heights of bags of coffee to be packed. 
Hence the container is never slack-filled. For the 
same reason, only one size is required for either of two 
units of 12 or 24 one-pound bags. 

The double-ply construction of the shipping con- 
tainer bags has, according to company officials, enabled 
the bag to pass puncture tests with remarkable success. 
Similarly, the resilient construction affords a high 
degree of internal shock absorption and eliminates 
completely any bursting tendency. 


THE CHEMICAL FORMULARY 


NEW and not a revised edition of valuable, 
timely, practical formulae for making thousands 
of products in all fields of industry. A staff of more 
than sixty industrial chemists, professors and tech- 
nicians have cooperated to make this the most modern 
work available. Most of the information requires no 
technical knowledge and can be understood by laymen. 
The book contains hitherto undivulged secret for- 
mulae used in a large number of industrial activities. 
The formulae are listed alphabetically according to 
uses and no important division has been omitted. All 
necessary details and technical explanations are given 
so that the professional and the amateur operator alike 
can obtain all needful information and instructions 
about any desired compounding and its technique. 

Of especial interest to readers of MODERN PACKAGING 
are the chapters in the book devoted to paper and 
adhesives. Naturally in a book of this nature more 
attention is paid to the formulae in the paper industry 
than to the manufacture of paper itself. Grouped 
together in a readily accessible form are formulae for 
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waterproofing, fireproofing, greaseproofing, coloring 
lacquering and a multitude of other facts. We wer 
agreeably surprised to find how efficiently the subject 
of paper coatings has been dealt with in the book 
This is rare indeed in a book embracing so many 
varied industries, such as foods, beverages, cosmetics 
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Specially constructed with two plies of kraft paper 

new coffee shipping containers offer size flexibility 

afford a high degree of internal shock absorption and 
eliminate any bursting tendency 


soaps, polishes, and a multitude of other products. 
The Chemical Formulary will be found to be a 
valuable addition to technical libraries and will prove 
invaluable both in the factory for helping with minor 
production problems as well as in the sales department. 
The book is published by The Chemical Formulary 
Company, Brooklyn, N. Y., and is priced at $6.50. 










FOR SCREW CLOSURES 






im Jor the small or large producer who uses screw 
Nee . ° 

closures for his packages, there are said to be cer- 
tain advantages in the Herndon semi-automatic capper, 
shown in the accompanying illustration. It is stated 
that with one of these machines an operator can maift 
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color ink combinations LOWE PAPER COMPANY 
for all Ridgefield, N. J. 


Ridgelo Stock shades REPRESENTATIVES 


eb W. P. Bennett & Son, Toronto 
en prepared and may 


A. E. Kellogg, St. Louis 
be obtained on request. MacSim Bar Paper Co., Chicago 


Ask for the : PACIFIC COAST DISTRIBUTORS 


Rid Blake, Moffitt & Towne 
9€!0 Color Selector. Zellerbach Paper Co. 














MORE than you've had 
in other TYPES of containers 


B eau ty : A distinctly different appear- 

ance, with any color combining 
a processed label; streamline 
shape; eye-appealing lustre 


and modern type closures 


Secu ri t y°: 4 container that will not break; 


that is odorless and tasteless, 
and protects contents from 
accidental breakage in use or 
in transit; tight-capped and 
practical 


Economy: Eliminates cost of labe'ling 


and protective wrapping—cuts 
80% of glass-weight from ship- 


ping costs 












THESE ARE HYCOLOID CONTAINERS “IN THE RAW” 


distinctive containers 








made only by 


HYGIENIC TUBE & CONTAINER CO. 
42 Avenue L Newark, N. J. 
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tain an average productoin of 60 to 100 per minute 
With the additional task of dropping the caps on the 
container, a schedule of 35 to 50 per minute can be had. 
Even if full automatic machines are used, the Herndon 
capper as an auxiliary unit will mean economy in the 
handling of small runs. 

The equipment is suitable to all screw closures, of 
odd and distinctive design, shallow or deep, round or 
angular, metal or molded, continuous or broken thread, 
It can be applied to the capping of bottles, glass jars, 
tin cans and molded containers of any height, size, 
shape or design. Other advantages claimed are: upj- 
form, air-tight sealing; no skill required to operate; 
portable, easy to handle; continuous capping; efficient 
with full-automatic fillers and labelers, and providing a 
low operating cost. 

The complete equipment consists of an enclosed 
power unit, containing an AC or DC !/; h. p. motorand 
automatic clutch; a flexible shaft, housing and hand- 
piece; chain for ceiling suspension of power unit; light 
cord and plug; spring and chain for suspension of flex- 
ible shaft and handpiece (this minimizes operator's 
fatigue); two chucks individually precisioned to fit 
stipulated caps. Additional chucks can be supplied. 

For conveyorized automatic production, the machine 
is suspended above the belt between filler and labeler. 
As bottles leave the filler, caps are laid on; they are 
tightened as they pass beneath the capper. Two opera- 
tors usually handle belt-line capping when production 
is much above 40 per minute. If desired, the capper 
can be suspended from a trolley running along a work 






























table or a conveyor. 

The Ludcke Company, 227 California St., Newton, 
Mass., is the national distributor of the Herndon 
Semi-Automatic Capper. 











ALL-METAL CLOSURE 
FOR GLASS JARS 














NEW metal closure for glass jars having standard 
screw threads which is said to maintain a seal 
that is perfectly tight and secure and, at the same time, 
have the advantage of always being easy to remove, 
is provided by the Eze-on Eze-off jar cap, made by 
Canton Products, Inc., 807 Brant Bldg., Canton, Ohio. 
It is stated that foods preserved in jars sealed with 
the Eze-on Eze-off cap are secure against leakage, 
the scientific design of the new cap providing a seal 
that can only be broken by intention. While the seal 
is always tight, due to the principle involved in the 
design, any jar sealed with this new cap may be opened 
by a child. To remove this new kind of cap no tools, 
twisting or wrestling with the jar is ever necessary. 
The sanitary coating baked on the steel at high 
temperature is highly resistant to fruit, vegetable, 
meat and other food acids and alkalies and is also highly 
resistant to alcohol. This sanitary coating endures 
live steam sterilization for hours and is the same 
coating specified by commercial canners for years. 
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The new caps are furnished complete with best 
quality jar rubbers which may be used over again 
since the rubber is not stretched by original use. 
Any standard jar rubber may be used however. Caps 
fit any type of glass jar having standard screw threads, 
whether jars have straight sides or regulation Mason 


jar-type shoulders. ; 
Neither Denggi 
IT SELLS MORE / Vetther ruggisl TToxe 


— 


O obtain the maximum display of its products 


¢ Standard Brands, Inc., adopted this new and é ustometc casa orgel 
unusual “‘Selmor’’ display stand. The stand is made ( 
entirely of brightly colored corrugated fibre board and Zi f 
e 
is coduct 
Bostitch Staples make possible this handy Mercurochrome 


display which insures counter space by its very nature. 
Each bottle is attached directly to the display by a sturdy 
Bostitch Staple. Each boztle will stay in place until 
deliberately removed, yet removal itself is easy. Here, as 
in so many other cases, Bostitch Staples insure display and 
insure attention for products that otherwise would be 
relegated to back shelf positions 


Whether you pack in bottles, vials, bags or cartons you 
can obtain greacer display at a low cost by the Bostitch 
Method. Mail the coupon below for full information, or 
send us sample of your present package so that we may 
show on your own product how Bostitch can help solve 
your fastening problems. 


* 


: +7 — 
Sestitch cules a ompany 
East Greenwich, R. I. 
MP-8-34 


Please send descriptive folders on Bostitch fastening and 
merchandising methods. 











AUGUST, 1934 








(AWAY WITH HAND | 
WRAPPING — 

| WRAP CELLOPHANE 
SO WELL—SO FAST | 
PAY FOR MYSELF IN 
SIX MONTHSOR LESS! 














OL: Miller Semi-Automatic Wrapping Ma- 
chine has repeatedly effected such pro- 
nounced economies in cellophane or waxed 
paper wrapping as to pay for itself in a period of 
but afew months. Simple in operation, it may be 
quickly adjusted to a wide range of sizes. It op- 
erates at a speed up to 600 or more packages per 
hour with one operator, or 1,000 or more with two 
operators. Send usa sample of your package and 
we will return it wrapped and sealed by the 
Miller. Write for a circular. 


MILLER WRAPPING & 


SEALING MACHINE CO. 


14 South Clinton Street, Chicago 
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while it is shipped to the dealer knocked down, itj 
quickly and easily set up without the use of glue, 
or fasteners of any kind. 

The colored box stamping on the front, top and side 
is especially unique. The front panel advertigs 
‘Royal Desserts,’’ the left side, “Tender Leaf Teg) 
and the right side, “Chase and Sanborn’s Coffee! 
The panel at the top contains a small specially prepare 
‘blackboard disc’’ upon which the dealer can list th 
prices of the various items displayed. 4 

The make-up of this display stand which was de 
signed and produced by The Hinde & Dauch Papep 
Company, Sandusky, Ohio, will cause it to enjoy ‘ 
long life in the dealer’sstore. It is strong and sturdy 
and, with ordinary care, will give weeks of service, 4 


NEW process for producing air-tight and moi 
ture-proof packages is being introduced by th 
Skintex Products Corporation, of 17 Battery Plao ; 
New York. To carry out the method according Oo 
the new invention, the “Skintex’’ solution is applie J 
to paper or paperboard by machinery, much the same 
as other coatings, and after forming a film the sheets are” 
pressed together when the moisture-proof material ig 
finished. It is possible also to coat on one side only, 
Various combinations are possible by combining” 
paper or paperboard with jute, cotton, etc. It is” 
therefore possible to manufacture with this process 
packages and containers such as boxes, bags, corrugated 
cartons, soft paper packages, for all articles which 
should retain moisture, or avoid outside moisture of 
odors. The treated paper can also be made oil of 
grease-proof. ; 


FOUR-PAGE pamphlet “in which we show ho 4 

truly universal is the S & S Universal Filler” has” 
just been issued by the Stokes & Smith Company) 
4901 Summerdale Ave., Philadelphia. The various 
types and sizes of packages, as well as the different) 
products therein contained, which are illustrated im] 
the folder, show the actual use and the possibilities of 
this equipment. The text information is likewise” 
illuminating. 


) ae HINDE & DAUCH PAPER CO., Sandusky, © 
5 Ohio, recently brought out Flexton, a display ma- | 
terial made of corrugated fibre board. This new mate- | 
rial combines an array of bright, vivid colors with the 7 
usual sturdiness of corrugated board. Bulletin No. 2). 
just off press, offers general information about Flexton 
and its uses. For example, it gives complete instruc 
tions on how to fold, score and lay out the material im) 
addition to a group of pen and ink drawings explaining 7 
the construction of backgrounds, columns, triangles © 
and merchandise pedestals. Flexton has a decided ad- ’ 
vantage in that no tacks or lath are required in setting © 
up the most elaborate backgrounds. 
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BEAUTY AND UTILITY 


(Continued from page 84) 


In Resinox “600” recent advancements are said to | 
have resulted in a plastic combining all the virtues of | 


the older resins with many long-sought and highly 
desirable characteristics. 
element in modern packages, this material has been 
developed so that it may be used in attractive, opaque 


shades that resist fading. Standard colors are old | 
ivory, light blue, Nile green, rose pink and canary | 
yellow, but other colors may be obtained in any | 
Resinox “‘600”’ has been given unusual | 
strength to prevent chipping and breakage in use and | 
It has a transverse strength of 16,000 Ibs. | 


desired shade. 


in shipping. 
to the square inch. 


Another feature of the material is the fact that it is | 
All odorous gases are liber- | 
ated during the molding process so that it may be | 
safely used for perfumes, face powders and other | 


entirely free from odors. 


delicately scented articles. 
Probably the most important characteristic of this 


new plastic is its non-hygroscopic nature—its resistance | 
It may be used in the packaging of all sorts | 


to water. 
of articles, regardless of how much moisture they 


contain. 


parts may now be designed with every assurance that 
the molded part will not swell. 
resistance to boiling water, dilute acids and alkalies. 


Another point of particular interest is the fact that | 
the material is molded under the same conditions and | 
in the same equipment as earlier types of resinous | 
manufactured by the | 
Resinox Corporation, a subsidiary of the Commercial | 


Resinox ‘‘600’ is 


plastic. 


Solvents Corp. and the Corn Products Refining Co. 


The new Heatmaster Toastmaster and its container, both of which 


were desi ned by Barnes & Reinecke for the Chicago Electric Manu- | 


~ Ompany and sold by Sears-Roebuck & Company as its 
wn. The colors on the carton are blue and white. The handles 


on the door and the four feet on the toaster are molded of phenol 


resin by Chicago Molded Products Corporation. 



































Because color is such a vital | 





odorless e 
tasteless e 
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PLASTIC 
Molded 








It will not absorb moisture or change color. | 
Packages that require close-fitting threads or movable | 


Likewise it offers great | 


FOODS ° 
SPIRITS 





ARCOLITE 


COSMETICS 





BAKELITE 





DUREZ 





DURITE 





RESINOX 





URALITE 





BEETLE 





PLASKON 





UNYTE 


Consider the properties of the plastic material 





LACANITE 


as applied to your product. Consult our techni- 
cal and research departments for materials ad- 
vice... take advantage of Ameri Record 








LUMARITH 


Corporation's crea‘ive design and engineering 
service in modern molding for modern packaging 
of all products. 














Chicago 


TENITE 


CORPORATION 


SCRANTON, PA. 


My Executive and Sales Offices: 1776 Broadway, NEW YORK 


Detroit Cleveland 


Hollywood, Cal. 
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Cleveland 


takes the ordinary 
spiral-wound . .. . 
Fibre cylinder .. . 





Adds sales-appeal 
economy and 

practicability . . 
The Result 


“a 
ay : Lyte 





Cleveland Containers offer an ideal solution to 
the problem of the manufacturer who must 
package at a low cost yet without any sacrifice 
of sales appeal or sturdiness. They are strong, 
durable and—most important—exceedingly at- 
tractive. They may be had with sifter tops, 
pouring spouts, telescope tops or friction plugs, 
in sizes and types suited to every need. 


Call upon us for aid in the application of econ- 
omy to your package. 


THE CLEVELAND 
CONTAINER CO. 


10421 BEREA ROAD «+ CLEVELAND, OHIO 


Plants: Cleveland +» Detroit » New York * Philadelphia 
Sales Offices: Pittsburgh » Rochester » Chicago 
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BRIDGING THE GAP 


(Continued from page 75) of accomplishing the de- 
sired result were considered and rejected, or found im- 
practical. Finally we got an inspiration. Our Luxor 
Complexion Powder, one of the largest sellers in the 
line, had been Cellophane-wrapped for several years, 


| If a simulation of the old package could be produced 


| to our 


on Cellophane, it appeared that we could, without 


| too great an additional expense, secure the introduction 


of our new package, and at the same time overcome the 
objection of having the same product on the dealers’ 
shelves in two widely different packages. 

Although experiments with ordinary printed Cello- 
phane wrappers indicated that it would be difficult to 
secure sufficient opacity in the printed area to mask 
the green metallic covering of the new Luxor box, the 
possibilities of the idea were attractive, and at this point 
we called in the Shellmar Products Company and put 
the problem up to them. A set of electrotypes of our 
former brown and buff box cover was used in making 
proofs by hand; the results were encouraging, and 
Shellmar brought into the picture its Colodense 
printing process, which provides much greater opacity 
than ordinary methods in printing on transparent ma- 
terial. By printing in reverse, it seemed likely that 
an almost perfect imitation of our old box, wrapped in 


| plain Cellophane, could be produced. 


We waited anxiously while working drawings and 
etchings were made, and a test run put over the press. 
When the finished samples arrived, they were put on our 
new style boxes, and we knew we had found the answer 
problem. The accompanying _ illustrations 
showing the old Luxor package, the new Luxor pack- 
age in its “‘coccoon’’ of Colodense-printed Cellophane, 


| and the redesigned-Luxor box as it is now on sale will 


give a graphic idea of what the successful solution of 
the problem accomplished. 

As a result, we were able to go into immediate pro- 
duction on our new box. During the difficult transi- 
tion period, dealers were supplied with the new pack- 
age in the printed Cellophane wrapper. Consumers, 
accepting it without question, were introduced to the 
new package by means of an insert, explaining that 
this was the same fine complexion powder they had 
always used, simply brought up to date with a new, 
more attractive package. And when sufficient time 
had elapsed to permit the moving of all old-style pack- 
ages from dealers’ stocks, the new Luxor package was 
announced, dramatically and simultaneously in all 


| parts of the country. 


| 
| 


I believe the solution to our problem will work equally 


| as well for sales executives in other lines who are con- 





| fronted with similar difficulties. 


Certainly the pro- 
cedure outlined has, for Luxor, bridged a gap that for 
many weeks seemed to us impassable except through 
the usual methods of either calling in for replacement 
all old packages in dealers’ hands, or accepting the 
undesirable alternative of having two styles of labels on 
the market simultaneously. 
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FOODS FOR GIFTIS—ALL YEAR ROUND 


(Continued from page 73) specialized in steamer baskets. 
The transatlantic passenger recognizes the Charles 
basket in his stateroom at a glance because of its 
characteristic wrapping paper, which is decorated by a 
figure of Mercury holding aloft a basket. On days when 
several steamers are leaving the port of New York, 
Charles & Company’s shipping department is kept fever- 
ishly busy preparing steamer baskets, as many as sev- 
eral hundred being sent out on a single morning. In 
recent years, this company has been doing a good busi- 
ness in seasonal gift hampers, ranging in price from $5 to 
$100, and containing, in addition to fruit, such deli- 
cacies as grapefruit peel, stuffed oranges (in glass), fig 
and ginger marmalade, turtle soup, Huntley & Palmer 
biscuits, French truffles, honey and salted nuts. 

There is no reason why the practice of sending gift 
combinations of food should be confined to holiday 
seasons and ocean voyages. S. S. Pierce & Company, 
grocers of Boston, sell hundreds of gift combinations in 
addition to the usual holiday and bon voyage hampers. 
They feature twenty-four standard gift combinations 
(for students, convalescents, children and others) rang- 
ing in price from $3 to $25. In order to determine what 
items to include in the gift assortments, this company 
made a study of their records to learn the preference of 
their customers. Like Charles & Company, S. S. 
Pierce reminds the public constantly of their gift com- 
binations by means of circulars and direct-by-mail ad- 
vertising. 

A trip through R. H. Macy & Company’s food gift 
department is a pleasant adventure at any time of the 
year. There are always seasonal offerings according to 
the time of the year, for Christmas, Thanksgiving, 
Easter, Valentine and Hallowe’en, each appropriately 
decorated. One of their Hallowe’en boxes is of brightly 
colored pasteboard, in an orange and black checker- 
board pattern. Each individual container of nuts, 
candy or other delicacy is wrapped in shiny black or 
orange-colored paper, and the contents are tied in with 
huge bows of orange and black satin ribbon. 

In addition to holiday assortments, Macy displays a 
wide line of year-round combinations, such as the Hospi- 
tal Box, the Cruise Box, the Hostess Box, the Week- 
End Assortment, the Student Assortment, and the 
Bachelor Girl's Shelf Assortment (advertised for the 
girl who gets home at six-fifteen and expects guests at 
six-thirty). The Student package, in autumn reds and 
browns, is packed in an attractive parchment waste- 
basket and contains the sort of foods that boarding 
school boys and girls like, and a few pencils, blotters and 
packages of notepaper to lend a scholarly note. 

; Macy also carries a wide line of geographic combina- 
tions, French, Italian, German, Dutch, Russian, Swed- 
ish, ete., each containing delicacies for which the par- 
teular country is famous, and decorated with its 
national colors and emblems. One of the most tempting 
is the York House Epicure (York House is the brand 
name which Macy uses for English products), consisting 





BETTER 


for almost any product 





LUSTEROID Containers are lightweight, un- 


breakable, easily and inexpensively decorated 


in one or more colors. 


They eliminate the need 


for expensive labels and labeling, eliminate ex- 
pensive protective packing, reduce high freight 
charges, spoilage and returned-goods losses. 


No wonder then that LUSTEROID Containers 
have proved successful for so many manufacturers! 
If you package in tubes, jars or vials today, you 
can package more effectively and more effi- 


ciently in LUSTEROID Containers. 


Write us for samples or send us a sample of 
your present package and we will return it with a 


suitable LUSTEROID Container and full infor- 


mation. 


LUSTEROID 


CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of The Sillcocks-Miller Company 


10 PARKER AVENUE, WEST 


SOUTH ORANGE 


NEW JERSEY 
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i (nusually Fine Boxes for 
Products Which Are Unusual 


Wm. Buedingen & Son is one of the oldest box-making firms 
in America, serving some of the finest manufacturing firms in 
the country. We have won, and today hold, their patronage 
by the care we put into construction and the ingenuity we 
put into design. This care and this ingenuity are today 
available to a few fine firms who seek boxes of a type which 
time and again has proved its value by winning the approval 


of retail buyers and the patronage of ultimate consumers. 
We invite you to discuss your packaging and design require- 
ments with one of our representatives. No obligation. 


Write to— 


Wm.Buedingen & Son. 





1500 CLINTON AVE. NORTH 


ROCHESTER, N. Y. 





New York Representative: 


F. J. Redding, 30 E. 42nd Street 
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entirely of British products. Among them are green 
turtle soup, essence of anchovies, ox-tongue soup, 


| Cheddar cheese in sherry, stem ginger, tangerine mar. 


| most jaded appetite. 


malade, walnut catsup and other appetizing foods 
Macy's hospital assortment should tempt even the 
It contains tinned fruit salad, 


| salted nuts, bar le duc jelly, Royal Puff biscuits, calyes 


foot jelly, Marceau figs and other delicacies. Each cop. 


| tainer is wrapped in dark blue or red paper. 


| means of posters. 


It is interesting to note the varying trends in the evo. 
lution of the use of foods for gifts. Macy’s wraps each 
package individually, even the smallest jar of caviar, 
The buyer is informed of each hamper’s contents by 
Charles & Company, on the other 


| hand, believe that the merchandise is its own best sales. 


| permits visibility of the product. 


man and they use transparent cellulose lavishly as it 
Apples, tomatoes, 


even hams are swathed in transparent wrappings. 


French food manufacturers are firm believers in the 


| customer's desire to see what he buys. Their factory 


workers have developed to a high degree the art of ar- 
ranging even the humblest of foods artistically in glass, 


| Anchovies, carrots, mushrooms, even onions, need no 
| descriptive label when packed by French workers. 


Much of the popularity of the English tea biscuit in 
the United States is due to the distinctive packages in 


| which the product is clothed. According to a member 





of the firm of Rodway Sales Corporation, American 
representatives of Huntley & Palmer of England, their 
fastest selling lines are those whose packages picture 
most vividly their contents. For example, their cock- 
tail biscuits have enjoyed a lively acceptance by the 
public in recent months—partly, of course, because of 
the repeal of Prohibition, but largely because the illus- 
tration on the package shows clearly the biscuits to be 
found inside, together with a cocktail shaker and cock- 
tail glasses on a red tray. For display purposes, this 
company furnishes certain packages with a glass cover 
over the top layer of the opened box. This has been 
found to be a most efficient selling aid. Huntley & 
Palmer are constantly experimenting with different 
types of packaging, striving to attain the double objec- 


| tive of beauty and protection against that arch-enemy 


of the biscuit, moisture. A soft solder lining within the 
package has proved effective in keeping out moisture. 
Because of unusually cold weather in the North and 
East, and because of unsettled conditions in Cuba, last 
winter was a boom season in Florida. Literally hun- 
dreds of thousands of tourists poured into the State, 
and it is safe to assume that one out of every four 
bought oranges, coconuts, pecans or crystallized fruits 
as gifts for stay-at-home relatives or friends. At some 
time or other, the average visitor in Florida feels his 
sales resistance against these products of the State g0 
down to the vanishing point, for he will be won over m 
cities by the crates of citrus fruit neatly garnished with 


| green leaves, or coconuts still in their outer shells which 
| may be mailed by merely tacking on a tag with address 
| and postage, or sacks of pecans also ready to mail. 


Retailers, too, following the example of Gristede 
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Brothers, can, by suggestion, do much to encourage the 
buying of attractive food combinations for gifts. Ordi- 
nary market baskets can be lined with bright-colored 
paper and piled high with fruit, canned goods or foods in 
glass, crackers in bright-colored package—all marked 
distinctly at a special price. Posters can be made call- 
ing attention to these combinations under such names 
as “‘Week-End Special—$1.85. Value: $2.35.” “‘Pic- 
nic Special—$2.50. Value: $3.05.” “Fourth of July 
Combination—$1.87. Value: $2.12.” “Bridge Party 
Special—$1.64.’’ Grocers can adapt the plan according 
to the customs and purchasing power of their clientele. 


NOW IT CAN BE DONE 


(Continued from page 86) hesive to the web of the 
roll of lining paper so that the latter becomes the top 
of the bag. The adhesive dries so that it will not 
stick to anything but itself, and none of the product 
will stick to the bag in filling. After the bag has 
been filled, within the carton of course, it goes to the 
closing machine (shown as a separate unit) which 
elongates the upper edge and presses together the 
two surfaces on which adhesive has been applied, 
thus effecting the seal—without heat and dry. The 
adhesive is odorless, tasteless and non-toxic. 

An important point concerning the equipment used 
is the fact that it is not necessary for a manufacturer 
to scrap any of his existing packaging machinery in 








Above: Peters Standard Package Forming and 
Lining Machine with Automatic Carton and Liner 
Feeding Device. Automatically sets up and lines 
carton blanks and replaces 5 to 7 hand operators. 
Below: Peters Packaging, Folding and Closing 
Machine. Automatically folds both lining and 
flaps of filled carton. Speed 60 per minute. Re- 
Places 5 to 7 hand operators. 


Write to— 





order to obtain this liner. The necessary units may 
be added as supplementary to his present line. 

The patents for the method of sealing and for the 
machines are owned by the Daller Carton Company, 
Inc. The machines for applying the adhesive and 
sealing the bags were built by the Wright-Dalton 
Machinery Company. 


PRESTIGE BUILDING FOR HIGH 
FASHIONED MERCHANDISE 


(Continued from page 78) reached, however, various 
methods were tested and found inadequate. For 
example, the store tried selling from one pair of each 
style and color as an open sample, while the rest were 
kept in boxes or drawers. This was not successful 
because women like to see a large variety of stock on 
display. Various other methods of sale were adopted 
and thrown into the discard because they did not solve 
the problem. Finally, the idea of packaging to em- 
brace all the excellent features of modern selling, dis- 
play and newness of approach was adopted, offering 
to women customers hosiery wrapped in transparent 
cellulose and sealed. The store told its customers that 
this method of packaging was adopted for their pro- 
tection. The wrapping permitted inspection of many 
shades and kept the stockings intact while the customers 
had free access to the open samples to determine 
texture, color and quality 


SAVE *7000. ,.. 


WITH THESE TWO 
Peters Machines 


Actual production records over a long period prove that these 
two Peters Machines operated in tandem provide a saving in 
labor alone of as much as $7000 a year. So efficient are these 
machines and so speedy that they may be operated only a 
small portion of the day and still provide distinct economies 
over hand operation. If you package in cartons, 
Peters Packaging Machinery can reduce your 
costs while providing a neater, sturdier, more 
uniform closure. Peters Engineers will be glad to 
consult with you on the planning or redesigning 
of your packaging equipment. No obligation. 
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PETERS MACHINERY COMPANY 


General Office and Factory 4700 RAVENSWOOD AVE. 


CHICAGO,U.S.A. 


AUGUST, 1934 




































It was inevitable that women would see the intelli- 
gence of this package innovation. They bought in 
quantities, commenting on the excellence of the idea. 
But, what is equally important, they bought without 
asking that the package be opened, thus proving their 
confidence in modern hosiery; thus bringing to bear 
two points of much significance to the manufacturer 
(1) that women realize the perfection of the hose offered 
to them; and (2) that women wish to use ‘‘fresh” 
hosiery, not handled by any one but the purchaser. 

Gift packages are finding many other interesting 
and novel forms. In miniature hat boxes, some in 
strikingly effective color schemes, Gotham gold-stripe 
silk hose come rolled and tied with ribbon in a very 
attractive manner, with an eye to capturing the gift 
purchaser. Jewel boxes, card boxes and cigarette 


WE HAVE BEER 


Ni axy of us can remember 

the departed days when the 
practice of “rushing the growler’”’ 
was, if not exactly in the mode, a 
practice which had a substantial 
following. Around the corner to 
Schultze’s or Murphy’s with a tin 
pail or a large pitcher, and return- 
ing with an hour’s supply of con- 
viviality. Beer from cans is not 
new, but beer from sealed cans is ot 
recent development. 

The Krueger Brewing Company of Newark, N. J., 
recently sent to each of 1000 customers four sample tin 
containers of its “‘Finest’’ beer, together with a ques- 
tionnaire that invited opinions on this new method 
of packaging. ‘How do you like beer in cans?’ and 
89.3 per cent answered in the affirmative. There 
were ample comments, too, in favor of the idea. Many 
of these seem to verify the claims made by the American 
Can Co., who sponsors the new container, as follows: 

Canned beer gives the brewer’s (on draught) flavor 
to a degree never reached before in individual con- 
tainers. Now that beer in cans is an accomplished fact, 
it is not possible to bring beer to the consumer in 
purer, more healthful form than in these containers 
which are hermetically sealed and keg lined. You 


102 MODERN PACKAGING 


Fi 
BEER 


“SOL BEFORE SERVING || 


An “individual keg’’ of beer is of- 
fered in this innovation which uses a 
tin container for the product 


boxes, with their definite re-use features, are offered. 
It is rather unfortunate, therefore, that despite some 
very excellent examples of gift packaging, some many. 
facturers have provided the retailer with gift boxes 
that are little short of hideous. With competition jn 
this line, it is safe to assume that it will not be long 
before the ugly gift package is a thing of the past in 
the retail store. 

Another excellent packaging idea, brought out by 
Gotham, is that of ‘“‘three in a box.”’ It has generally 
been known that most women do not purchase merely 
one pair of hose at a time. 

Two pair is the general thing, with no reduction of 
price to the consumer. By packaging three in a box, 
at a slight discount in price, quantity sales are effected, 
turnover becomes greater, and profits expand. 


IN SEALED CANS 


open it, taste it—just as if you 
had always known about canned 
beer because it is at last a sani- 
tary personal package which never 
enters any home but yours and 
is never twice used. The can is the 
first and only home-sized container 
with a keg lining. In a sense, the 
result is an individual keg of beer. 
Canned beer is fully protected from 
light. The can takes half the space 
yet holds exactly as much beer. 
There is no bother saving empties and returning 
them to the store when beer is served in cans. 64 
per cent less space is required and 55 per cent less 
weight is the accomplishment of ‘‘beer in cans.” 

In a short time Krueger will ‘streamline’ beer in 
cans for the general market. The can will be the 
‘pint-sized keg.”” It is believed that the novelty of the 
idea will tremendously increase the sale of the product 
as is invariably the case with a new package. And in 
this case, the product should be improved by the pack- 
age. It is expected that the convenience in handling, 
keeping, etc., will stimulate sales after the introduction 
of the can as the hostess can easily serve twice the 
amount of beer, consuming half the amount of space 11 
her ice-box and she can chill the beer much quicker. 

















KIEFER VARI-VISCO FILLING MACHINE 


No matter whether it’s cold cream... or apple butter... or baby 































Xes 
in food or any one of 50 other semi-fluid products, this new Vari-Visco 
ong does a FAST,* CLEAN, AMAZINGLY ACCURATE job. 
in *In a mustard plant, 45 to 70 jars a min. 
*In a lard factory, up to 100 cans a min. 
by Submit your filling problems to 
ly the Kiefer organization. Let us 
ely show you what the Vari-Visco or 
: one of our complete line of filling 
machines will do in your plant. 
of No matter what your record of 
OX, filling, no matter what equipment 
ad, you have, it will pay you to in- 


vestigate all that Kiefer has to 
offer you. ... 


Learn why this 35-year-old com- 
pany is called upon so often to 
handle intricate problems for 
representative manufacturers 
throughout the nation. 








THE KARL KIEFER MACHINE CO. 


Write for 
CINCINNATI 
P. Jorgensen A. J. Sterling T. C. Kelly M. C. Finn CA TALOG 
311 California St. 225 Ros mol Room 1209 222 W. Adams St. 10 High St. 
San Francisco New York, N. Y. Chicago Boston, Mass. 














‘| FLASH! 








T 
F UPACO RESEARCH SERVICE 
e SOLVES ADHESIVE PROBLEMS 
T Two different Adhesives may cost you just as much—per 
e gallon—but one may cost twice as much as the other on 
a basis of perfect coverage. For this reason many 
i manufacturers call upon Upaco Research Engineers for 
special formulae designed to present the lowest possible 
. Adhesive cost—the greatest possible Adhesive quality 
for the particular job at hand. The Upaco Laboratories 
possess hundreds of these formulae and stand always 
! ready to develop a new formula when a new problem 
| presents itself. Take advantage of this unique service 
and cut your Adhesive costs. 
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UNION PASTE CO. 


pleted sYohy fo) iy-\as MEDFORD, MASS. 


AUGUST, 1934 





THE CUSTOMER IN THE SELECTION OF PACKAGED COSMETICS ; 


The frames are made of die cast zinc (bronze © 
plated) which is said to provide a better surface, 7 
an easier feel in the hands of operator and client and 7 
to be smoother in detail and smarter than those formerly | 
used, although the design has not been changed to any | 


The cost of these also have effected desirable ~ 


HE use of display “‘aids’’ as a means to sales for 
“packaged cosmetics is shown in the accompanying 


illustrations. The beautician uses the round type 


frame to suggest to the client the proper coloring for 


her general complexion, eye and hair tones. The proof 
of the suggestions is demonstrated and she can look 
in the mirror and match with her own lips the color 
combinations shown or can be shown that her present 
make-up is incorrect and that another would be more 
advantageous. 

The rectangular frame is a simple large display and 
showing a full line of rouges and lipsticks. Inciden- 
tally, the circular frame is used in the same way for 
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rouges. 


degree. 
economies. 


These display aids are used by Mary Scott Rowland. ’ 
The display window shown is that of the recently 7 


bs 


4 


opened store of that company at 450 Fifth Ave., New 4 
York. The photographs shown in reproduction were ~ 
supplied by the Doehler Die Casting Company, by 4 


whom the demonstrator frames were made. 
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Our line of manufacture includes a variety of paper cans and 
composite cans for insecticides, chemicals and various other 
food products. 


Cosmetic manufacturers will find our Talc and Dusting Powder 
Containers both attractive and economical. Made in a variety 
of sizes, they are readily adapted to colorful wraps—litho- 
graphed, printed or with raised printing. 


Let us help to make your package a sales builder. 


CROSS PAPER PRODUCTS 
CORPORATION 
THIRD AVE., AT 140TH ST., NEW YORK, N. Y. 


Dredge- Friction Tin Slip Top Revolving Aluminum 
Wheel Type Plug Top Dry Drug Packers Sifter Top Pouring Spout 

















YOU PACK CANDIES 
THIS COUPON CAN 
SAVE YOU UP TO 25% 
IN WRAPPING COSTS 


Themco Fully Automatic Sheeters and Stackers can cut 
your wrapping costs by as much as 25%. Transparent 
cellulose rolls cost 17% less than sheets and with the 
Themco you get sheets of exactly the desired size when 
and as you want them—in any part of your piant—with- 
out the wastage always present when stock sheets are 
used. The Themco cuts and stacks five to six thousand 
sheets per hour, requiring no operator or attendant. It 
may be instantly adjusted to any size of sheet or roll. 
In candy and confectionary plants, and in all other cases 
where a wide variety of sizes and unusual peaks in de- 
mand occur, the Themco can provide distinct and worth- 
while savings—can pay for itself in a few months. 
Investigate this machine. Clip the attached coupon and 
mail it for full information. 


Gentlemen— 


Please send me full information about the Themco. 





AUTOMATIC MACHINES 
2307 SOUTH PAULINA STREET 
CHICAGO,U.S.A. 
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TUBES AND CAPS FOR EVERY PURPOSE 


WHEELING STAMPING COMPANY 


Factory: Wheeling, W. Va. | Representative: Geo. K. Diller 
B. E. Stover, Sales Manager 90 W. Bway, New York 














ALL THE COMFORTS 
OF HOME MAY BE 
FOUND AT 


THE BROZTELL 


A DISTINCTIVE 
HOTEL 





T is easily accessible to shopping and theatrical 
centers, churches, libraries, parks and trans- 
portation lines. 


Ladies traveling without escort will appreciate 
the atmosphere of security and rest it offers. 


Every room with tub and shower. 
Room with Bath, $1.50 


WwW 


HOTEL BROZTELL 


FIFTH AVENUE & 27TH ST., N. Y. 
Phone Lexington 2-1550 


J. Sucarman, Manager 
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JAPANESE WOOD VENEER 


A Novel and Attractive Material for Effectiv: Packaging 


.. HE production of wood veneer by the Japanese js 
~ another of their native arts of which they haye 
consummate mastery. It seems incredible that such 
thin films of wood four inches wide in strips thirty 
inches long can be shaved by hand from the solid wood 
and affixed with rice paste to sheets of paper so that the 
filmy veneer of natural wood mounted on thin paper 
makes a sheet of the thickness of ordinary paper. 

The mounting of the wocd film on the paper is s0 
skillfully done that only on close examination is it ap- 
parent that the sheet is composed of narrow strips, 
At first glance the thinness of the sheet leads those un- 
familiar with the material to suppose that the beautiful 
grain effect is produced by artistic printing. But a 
close examination reveals the real grain and the natural 
finish of the wood and other characteristics which 
cannot be duplicated by artificial means. 

The smoothness and uniformity of the surface finish 
make it adaptable for a great variety of printing and 
other decorative treatments employed in box craft 








and other forms of packaging. Its own decorative 
appeal is such as to require a simplicity of treatment 
and a minimum of art work. 

Japanese wood veneer is obtainable in three bulks. 
The ‘‘faced” has both sides of the sheet covered with 
veneer. This sheet makes a substantial card or cover 
and may be used when both sides must be alike in finish. 
It comes in one color, a natural straw shade, and is 
about .013 in. in thickness. The “mounted” is of 
less bulk and has the veneer on one side only. It is 
similar in color to the “faced,” and calipers about .108 
in. The “colored” is the thinnest sheet of all wits a 
caliper of about .003 in. There are ten colors ranging 
from a light straw, or natural, to dark mahogany. 
The stock is well adapted for pasting and folding and 1s 
carried in sheets 20 in. X 30 in. with the grain running 
the thirty inch way of the sheet. 

Here is a fascinating material which carries its owl 
natural design effectively or may be subordinated as 4 
background for a variety of decorative treatinents. 
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PACKAGE IDENTIFICATION 
AND PROTECTION 


(Continued from page 56) children ‘“‘who are unable to 
protect themselves.”’ 

Congress, scheduled to meet early in January, 1935, 
will, figuratively speaking, find on its desk a new 
edition of the controversial Tugwell-Copeland Food, 
Drug and Cosmetic Bill. That is made certain by the 
confirmation of Reformer Tugwell as Under-Secretary 
of Agriculture. And by that die-hard manifesto which 
he addressed to his storm troopers when the last 
Congress quit cold on the proposition to enlarge and 
expand the Pure Food law. 

Package-suppliers and package-users in the food, 
drug and cosmetic fields have a stake in this promised 
resurrection, aside from its plot for censorship of ad- 
vertising. Packaging under private brands will be 
jolted if the new bill carries the requirement for source 
marking or posting of the name and address of the 
actual producer as well as that of the distributor. And 
the future of ‘‘gift’”” packaging (ornamental and re-use 
packages) will be in jeopardy if a Tugwell bill reappears 
with a blanket clause designed to bar every form of 
package calculated to deceive purchasers. 





Serving of notice, thus early, of the renewal of the 
attempt to put over the Tugwell bill may well mean 
that this proposition may become an issue on the 
political campaign this autumn. There’s something 
to be said for that sort of a pre-election forum. If 
members of the packaging community have anything 
to say for or against the Tugwell ideas of package 
control it is much better to say it to candidates for 
Congress when they are asking for votes than to say 
it later to a small Committee of Congressmen in 
Washington. Every seat in the U. S. House of Repre- 
sentatives and one-third of the seats in the U. S. 
Senate will be filled in November. Electioneering 
time is the time to educate and convert Congressmen- 
to-be as to the needs and rightful privileges of packing. 


ESIGN your package to attest the stature of 

your trade mark and prove that the all-im- 
portant brand identification is actually on the job. 
That is a secret that, all too little known in the past, 
is being emphasized by recent policies of the Federal 
Examiners of Trade Marks. The specific case in point, 
which supplies an object lesson for all and sundry 
packagers, is found in the immediate experience of the 
R. T. French Company of Rochester, N. Y., a firm 
which markets packaged bird seed under the trade 
name “‘Air-Washed.” When the designation ‘“‘Air- 
Washed’ was offered at the U. S. Patent Office for 
registration as a trade mark, the official enrollers 
demurred. They were suspicious that the descriptive 
term did not function as a trade mark, but served 
merely as a specifying or qualifying word. And, in 
due course, they confirmed these suspicions to their 


For over 30 years we have 


s 
ADHESIVES 
HOLD Rt FAST 


been 


developing adhesives for every com- 
mercial use. All the equipment and 
experience of our highly intensified 
laboratory is at your command, to help 
you secure dependable adhesives best 
suited to your particular requirements, 


at very economical prices. 


Write us 


your problems now! 


The F G. Findley 


MANUFACTURERS OF 
’ 1243 NORTH 


Co. 


PASTES, GLUES & GUMS 


TENTH ST, 


MILWAUKEE, WISCONSIN 


F. G. Findley Co. 








JAMES Q. LEAVITT HILL BROS. CHEMICAL CO. 
1523—27th St. 2159 Bay St. 


Osden, Utah Los Angeles 


@ Of course, you're coming to Chicago's 
World Fair. . . and one of the most com- 
fortable hotels in the heart of Chicago is 
the Bismarck ... next door to the princi- 

al theatres and shops ... on direct bus 
fine to the Fair Grounds. 


@ You will enjoy the many conveniences 
in the spacious rooms, and the delicious 
food in the air-cooled dining rooms. 


Write for World’s Fair booklet 
and map of Fair Grounds. 


Outside rooms with bath, $3.50 up. 
Rooms without bath, $2.50. 


BISMARCK HOTEL 


CHICAGO :=:: 


AUGUST, 1934 









own satisfaction by analysis of the typographical copy Depa 
and display of the French company’s package. can g 

Dissecting the package to determine the respongi- packa 
bilities of the several package elements, the Federal packa 
sharps found that the front of the container is domi. Metal 
nated by a panel colored red and in the center of which capita 
is a picture of a canary. At the top of the pane and t 
appears, in large letters, the name “French's” and at “Quik 
the bottom the word “Bird Seed” also in large letters, this a 
Above the latter, but in comparatively small print, js trary 
the term “Air-Washed.” On this evidence, the ap- descri 
praisers figured that ‘“‘French’s” is the package mark suppli 
and that the lesser legend indicates merely how the bit of 


Waldron EW S [ | T T E R | packaged product has been prepared. to use 
a a 


ISTINCTIVE packaging is capable of affording fv 
the best possible alibi against any intent at d 













































\y substitution. Proof of the pudding is found in the rumbl 


‘@ 
or C || ohe | Montgomery Ward private brand packages. In a ; 
je © O [OD e) Ne | é ae nt extens 


number of its own-label specialties, Ward is trailing ages. 
Insures a clean shear edge, without cracks, | familiar manufacturer-brands, each of which has been tiation 


Also Machines for and provides for an individual control of each | distinguished by individualistic color, texture or other 
a eo strip. Many other advantages for protection | 
bin Drying, Con. 9d elimination of waste. Full details on 


ditioning. request. 


and ¢ 
appearance characteristics. For example, the milk of matio 


magnesia dental cream and the bathroom tissue. On The s 
_ this score alone, the “Stop, Substitutor” cry might packa 
JOHN WALDRON have been raised. But Ward has deftly forestalled such. 
CORPORATION | any chance of mistrust by donning the new packages, compl 
Main Office and Works: NEW BRUNSWICK, N. J. which, in their garb of two tones of green, banded in natior 
Chicago New ote ro | white, are so totally unlike competitive packages as to disclo: 
proclaim an intent at isolation not imitation. tents. 

4d dl : 
a { L M A-S a A L example of bureaucracy running amuck to the The 
; | embarrassment of packaging and branding. The no-sec 
(the double seal of cap and film) Maine law which requires product registration and laid w 
formula disclosure applies, for the time being, to cos- appro 
metics only. Its broad implication, though, is for condit 
| censorship of other classes of packaged goods if the indust 
We are pleased to announce | courts uphold the experiment. What the performance labelit 
in Maine must certainly do is to arouse packagers in on the 
the granting to us by the | various lines to the need of concerted action to secure, Natio 
in all states of the Union, uniform rules and regulations record 
United States Patent Office, governing packaging and labeling. Gestures in this agains 
direction have been made from time to time. For agent: 


the U. S. Letters Patents No. example, the pickle packagers made a start some years sioned 
ago. But all the movements for standardization of why ‘ 


| official codes have come to naught because the majority positi 

1,916,977 and No. 1,966,273 | of packagers have lulled themselves with the idea that conve 

gradually the individual states would shape their packa 
regulatory legislation to the pattern set up by the 

Federal Government. de 

“FILMA-SEAL”. | The Maine episode is but one evidence that the trend 

is away from rather than toward conformity with the 3030 

national model statutes. Hard pressed for funds, the sentin 

states are turning to package certification and label AH 

FERDINAND GUTMANN & CO. enrolment as a new source of revenue. writes 

:} fete) <5 4. Fa. ke @ | and tl 

Established 1890 | — JREE range for package names and package I am 

U.S, Patent & Pats, Pending —Trade Marks Reg. | accessory names is demanded more sternly than intere 

ever. One more warning has just issued from the wishit 








| i, ¢., 
lf AINE is treating the country to a horrible of pac 








fully covering all types of 
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Department of Commerce at Washington that no one 
can grab off, as a package trade mark, the name of the 
package nor the designation of any feature of the 
package—such, for example, asa closure. The Stevens 
Metal Products Company of Niles, Ohio, tried to 
capitalize the clamping device fitted to its metal drums 
and barrels by registering as a trade mark the term 
“Quik-Lox.” The Commissioner of Patents balked 
this ambition. Despite lengthy argument to the con- 
trary he ruled that the phonetically spelled term is 
descriptive of the container. Hence no one package 
supplier could be confirmed in exclusive possession of a 
bit of language that other package-makers might need 
to use to describe their own products. 


VERY packager with an ear to the ground must 

discern, in the summer stillness, the distant 
rumble of a growing demand for clarification and 
extension of the placarded facts posted on sealed pack- 
ages. First, in connection with the NRA Code nego- 
tiations and latterly through other contacts, buyers 
and consumers are beginning to press for more infor- 
mation regarding the contents of closed containers. 
The sentiment that is rolling up is no reflection upon 
packaging as a practice, nor upon the sealed package as 
such. Merely a demand that the package tell a more 
complete story. In the case of food, drugs, etc., the 
nation has long been operating under laws that require 
disclosure of the quantity or volume of package con- 
tents. What is now sought is a balancing confession; 
i. e., authoritative disclosure of the grade or quality 
of package contents. 

The conspicuous expression of this new demand for 
no-secrets-in-packaging is found in the obligation just 
laid upon the canning industry. President Roosevelt’s 
approval of the Canning Industry Code has been made 
conditional upon the speedy formulation within the 
industry of standards of quality and the adoption of 
labeling requirements that will supply quality ratings 
on the exterior of the package. Yet more recently, the 
National Purchasing Agents Association has gone on 
record as favoring labeling that will insure buyers 
against “‘inferior quality.’’ The banded purchasing 
agents go yet farther. Citing the complications occa- 
sioned by ‘‘many private branded labels” as one reason 
why “it is impossible for the purchaser to make any 
positive identification,’ the resolution adopted at the 
convention of purchasing agents calls for mandatory 
package labeling that insures against ‘‘fraud.” 


Jo THOSE manufacturers desiring representation 

in the Hawaiian Islands: Miss Estelle Q. Rubin, 
3030 Hibiscus Drive, Honolulu, T. H., is now repre- 
senting Cameo Die Cutting & Engraving Company, 
A. H. Wirz, Inc., and F. C. Stettler Company. She 
writes, “I have lived in Honolulu for the past six years 
and though the buying population is limited I feel that 
I am getting my share of the business. I shall be 
interested to hear from other non-competing companies 
wishing representation here.”’ 





THIS SAMPLE CASE 


quickly finds a 
permanent place on the Purchasing Agent’s Desk. 
Molded of lustrous black Bekelite (with Airguide to 
tell the temperature) it provides the buyer instant access 
to samples of Western Book Cloth. 


Keep your product constantly before the buyer, if you 
are looking for increased sales. 


Our Merchandising and Design Departments will 
cooperate with you. 


Write us now. 


CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut Street 7 Chicago, Ill. 


Bakelite Durez Plaskon Beetle Tenite 























A TALK ON PROFITS 
| by: Ad Hesive 


guires no preliminary prepara- 
tion. It can be melted right in 
the glue pot, prevents warping 
and blistering, and is sold at a 
very interesting price. 








for the paper box trade re- 


AD SAYS: SiAR wrepring composition 
Mh 


Our Star non-warp glue is for 
the same purpose and, because 
of its high concentration, is very 
economical. 


The Star line includes adhesives 
for every type of packaging 
work. 


BINGHAM BROTHERS 
COMPANY 


(Founded 1849) 
All Kinds of Rollers and Adhesives 


406 PEARL ST., NEW YORK 


|R. ROCHESTER, N. Y. PHILADELPHIA, PA. 
980 Hudson Ave. 521 Cherry St. 
BALTIMORE, MD. 
131 Colvin St. 
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A BAG, A MAN 


AND A MOST COMPLETE 
PACKAGING EXPERIENCE 
... AT YOUR SERVICE 


WHEN designing a package, either 
for the introduction of a new product or for the revitalizing of an 
old one, call on the Anchor man with his demonstration kit; it 
includes a type of closure for every sealing need and a style 
appropriate to carry out any decorative effect. 

He is by no means just another salesman with a bag of samples. 
On the contrary he is a practical closure expert, wise in the ways 
of packaging, alert to the sales value of an attractive appearance 
and familiar with the ins and outs of manufacturing and filling 
routines, food processing and production demands. Call him in 
on your next package design job, or to help you solve any closure 
problem . . . you can depend on his recommendations because he 
does not have to confine himself to any one or two types of clo- 
sures; the Anchor line being most complete, with a style to fit 


every packaging situation. 





ANCHOR CAP & CLOSURE CORPORATION 
LONG ISLAND CITY, N. Y. TORONTO, CAN. 
Branch Offices * ATLANTA * BosTON * CHICAGO * CLEVE- 
LAND * Detroit * Houston « Los ANGELES * LOUISVILLE 
MonTREAL * New York * ROCHESTER * PHILADELPHIA 
PiITTsBURGH * SAN Francisco * St. Louis * ToRONTO 
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Hands so lovely as these are cared for by Cutex— 
this is the natural assumption and the smart manicure 
is finished with a touch of nail white. Most wo- 
men will appreciate the convenience of this purse 
size Cutex Nail White tube—made by Peerless for 
Northam Warren Corporation—convenience in use 
and security from leakage in the purse. Such se- 
curity—so essential in the cultivation of resales— 
is assured to Northam Warren by the infinite care 
which Peerless devotes both to the manufacture and 
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A\sk Your 


Secretary about this 
New Cutex Tube 


the inspection of every tube. For we at Peerless 
feel that attractive tube lithography and smart de- 
sign are not enough. We add to the perfection of 
these a structural perfection, constant and unvary- 
ing. The manufacturers whom we supply know in 
advance that every tube they use will be as fine as 
the fine products they package init. Ifyou package 
in tubes —if you would have your product win new 
users and hold old ones—Peerless is your logical 
source of supply. 
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Clean, neat 

because the 
won't swell, 
unscrews ea 


Beauty alone was not enough... 


hese closures had to “TAKE IT’! 


; and Company, Inc., famed drug manufac- inert to the entire line of chemicals. Because of this re- 

organized their own Packaging Research markable showing, Merck now specifies Durez. 

atory to find out, scientifically, which materials Such unprejudiced and scientific tests offer addi- 

designs were the best for packaging each of their tional proof that Durez is the ideal packaging material 

cts. for foods, lotions, creams and liquors. 

e of the laboratory's first assignments was the By specifying Durez you can take full advantage of 
the beauty and sales-appeal of a modern molded 


ion of the best closure material for the Merck pre- 
tion chemicals line. No consideration of artistry or closure or container—without fear of any harmful effect 


sappeal entered into the tests. Every type of on your product. 

e was scientifically tested for strength and chemi- If you would like more complete information con- 
eriness. cerning the advantages this modern molding com- 
ese tests proved, conclusively, that Durez has the pound can bring to your own products, write General 
est structural strength and is the most chemically Plastics, Inc., 307 Walck Road, North Tonawanda, N. Y. 


UREZ cu: MODERN MOLDING COMPO U Ne 


Two interesting-looking perfume bottles, with 


Clean, neat lines for this molded cream jar. And 
continuous-thread molded Durez caps. One 


because the molding material is Durez, the jar 
carries out the shape of the bottle, the 


won't swell, dull or crack; the lid fits snugly, : 
unscrews easily. 7 ~ other combines the pleasing geometric 
Va Ry ‘ forms of sphere and cylinder. 





Clark Bros. tried glass and metal tor this coin tray and then 
switched to Durez. For, made of Durez, it has a glossy lustre 
that won't cloud or dull, a scratch-resistant surface, and is 
light in weight and easy to ship. It can be molded in one 
simple operation. 
+ ° ~ 
A Durez package with an after-life. This belt box becomes 
a good-looking cigarette box when the beit has gone on its 
way. Its lustre, color, lightness and the way it stands rough 
handling makes Durez the natural material for this type 
of package. 


— ° 
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Prosaic thimbles gain sales glamour with 


PLASKON | 


Color Magic! 


Sead 


Designed and molded by General Electric Co., Plastics Dept., West Lynn, Mass. 


Once upon a time, the lowly thimble reposed in hidden boxes 
beneath the counter. They sold... on request! 

But PLASKON’S COLOR BEAUTY applied to thimbles 
has changed all that! And thimbles, in rainbow hues, beckon 
from their glass-globe containers on top of counters in Notion 
Departments everywhere, beckon to customers who, attracted 
by the gay spot of color they provide, stop to buy thimbles, 
and needles, thread and any number of other notion items! 

PLASKON, introducing the eye-appeal of rich, glowing 


color, turns many a slow-moving article into a rapid-fire 


ig 

seller! And it offers the values of an odorless, liquid-resisting, 
durable compound. “ve e 

Thimble sales have increased as much as 10 times usual ¥: 
volume since PLASKON transformed them into glowing 
color. Consider the many other possibilities in the notions — 
and small-wares field! Realize what new life, what 
appeal they will take on when PLASKON colors them 
its beauty! 

Consult the free services of our Technical and Des 


Staffs to learn how this modern plastic can build up your 
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